> magazine radio and !* advertisers use 
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50< per copy per year 





"America's Most 
Listened-To Independent 
Station!" 



larcest 



r ■ "'he largest total audience of any Omaha station . 

- share oj audience, of an) independent station irflV«l 
there be any question what station is the top buy in the Omaha- 
Council Bluffs area? Not according to media buy^ftfheg-^tj^t^ 
over! Ask our national representatives, The Boiling Company, 
for proof . ., . their files are bulging with it! f^C GENERAL LIBRARY 



e "Gruesome Twosome ...to Competition! 



I N last place four months ago, WTIX now sports the top morning 
Neiv Orleans Hooper (December, 1953) ! Hang on to your hats, 
but not your budget bucks . . . this station is going places in a 
hurry! Rates? A few bucks lands you a whale of a chunk of 
New Orleans air! 

Check with our newly appointed national representative, A<lam J. 
Young, Jr., for details. With these top ratings, your investment 
today will pay tremendous listener-dividends tomorrow! 



tt 



tttt 



THE NEW 



The Independent 
with Hew Orleans 1 
Top Morning Hooper! 



SWtfix 



1 NEW 




3RLEAN 
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16, LA. ! 



































HOW BAB HELPS 
THE ADVERTISER 



Wheatena nils "fist 
breakfast" habit 
with spot radio 

page 31 

How much £$n 
you rely ratings'? 
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1954 REPOR 
ON IV FILM 

,tarls page J !H 




Color tii what 
part does It play 
in tl film picture? 

page 54 



How well do reruns 
of tv film shows do 

page 56 





Film program's iharft 
produc-ers, syndics 
tors,, £&st$ 

pa-ge 67 





actual photo of the new 1049 ft 
Self - Supporting Tower 



CHANNEL 



WOVK h 



CHANNEL 6 RICHMOND, VA. 



tvo 



MAXIMUM POWER 



100000 Watts 



I MAXIMUM HEIGHT 



1 049 Foot Antenna 



LOCATED IN THE GEOGRAPHICAL 

CENTER OF THE CITY 
Not a half station located on 
the Atlantic Coast, but a whole Station 
Located 100 miles from the Coast in th 
State's Capitol, RICHMOND, VA. , 

Statewide Coverage | 




Service from all four Networks 
Represented Nationally by Blair TV. Inc. 
Wilbur M. Havens - Station Manager 
Havens & Martin Inc. - Richmond, Va. 
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Do young women Big soap opera sponsor is studying audience composition figures of 
tunc soapcrs? its daytime radio strips. Company execs are mulling whether firm 

has ^skipped a generation" by sticking to soap operas. Figures show 
percentage of older women listening to radio tearjerkers is high with 
many younger women preferring d.j. fare. 

-SR- 

L&M has no Cunningham & Walsh upper echelon says story making rounds that Lig- 
super filter gett & Myers has new "chemical filter" cigarette has no basis. Story 
about super filter was termed explanation for L&M's failure to join 
Tobacco Council cancer research effort. C&W key men were surprised 
when decision to drop Godfrey came suddenly from L&M after prolonged 
discussion. Firm is shopping now for daytime and evening tv shows. 

-SR- 

Nash can't find Merger of Hudson with Nash-Kelvinator is not expected to have immedi- 
tv show sJot ate impact on air advertising. N-K, which sells its refrigerators on 
CBS TV's "Omnibus," still wants network tv show for Nash cars. But 
it can't find satisfactory slot. Both Hudson and Nash are heavy users 
of spot. Likelihood is Hudson cars will gradually drop out of picture. 

-SR- 

Merger may spur If Hudson account is lost by Brooke, Smith, French & Dorrance, effect 
more air use on agency won't be serious. Geyer, Nash-Kelvinator agency, would 
suffer more by loss of account. Behind merger was drop in market 
share of both cars last year. Hudson, particularly, has slipped bad- 
ly. Firm ranked 15th in sales in '53, 9th in '46. Possibility other 
mergers are coming among auto independents has personnel in their 
agencies sitting on edge of chairs. Net result of multiple mergers 
may be increase in air budgets all around as Big Three move to com- 
bat stronger firms created by mergers. 

-SR- 

Tntham- Laird Tatham-Laird , Chicago, is moving up fast among agencies making heavy 
billings jump use of radio, tv. Firm started placing business for 3 new air-spending 
accounts first week in January: (1) Wander Co.'s Ovaltine, other 
products; (2) Simoniz Co.'s Hilite and Body Guard; (3) Abbott Labs. 
Sucaryl. Agency's billings have almost tripled in past 3 years, are 
near $14 million with perhaps 2/3 of total from radio and tv. 

-SR- 

Air gets coffee First 3 days of Chock Full 0' Nuts coffee campaign in N.Y.C. you 
in stores couldn't buy brand. Restaurant chain started new coffee's heavy 

air campaign early so consumers would ask for brandy help force dis- 
tribution. Now spending at rate of $250,000 on WNBC, WNBT, brand 
got "95% distribution" quickly. Sponsor's wife is star of company's 
tv show. Agency for Chock Full o' Nuts is Frederick Clinton Co. 
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BAB, SRA go 
direct to client 



Admen hush 
over Godfrey 



Personal set 
revolution grows 



Local color tv 
on its way 



Who's New in 
Film Syndication 



Radio set sales 
jump in tv cities 



Job of selling radio is being taken on more and more directly by 
trade groups. Both BAB (see page 27) and SRA are stepping up direct 
bids to advertiser. BAB's long-planned campaign to make "big retail- 
er" big radio customer got underway last week in 6-city offensive. 
Kevin Sweeney, new BAB president, is in process of visiting San Fran- 
cisco, Seattle, Portland, Salt Lake City, Denver, Baltimore to pre- 
sent radio's new selling arguments to major retailers. 

-SR- 

Most executives at agencies with Godfrey clients scuttle for cover if 
you ask whether latest Godfrey hassle worries them. But Y&R offi- 
cial made this statement : "Godfrey ' s a grea t salesman. That's our 
prime concern. " Y&R has bought morning Godfrey show, recently dropped 
by Liggett & Myers, for Bristol-Myers. 

-SR- 

Radio's personal set listening trend, which has revolutionized nature 
of medium, is getting added impetus from engineers. Emerson will put 
out low-priced table model with personal listening attachment that's 
light, attractive unlike old ear phones. Second attachment for per- 
sonal listening slips under pillow. But biggest growth in personal 
listening will come when printed circuits, transistors cut size so 
that everyone can carry own set. 

-SR- 

Among first stations to get color cameras from RCA so they can origi - 
nate colorcasts locally will be: WKY-TV, Oklahoma City; WBAP-TV, Ft, 
Worth; WBEN-TV, Buffalo; WTMJ-TV, Milwaukee; WCCO-TV, Minneapolis; 
KTLA, Los Angeles. These stations, says RCA, should have equipment in 
first quarter 1954.. 

-SR- 

Predictions tv film syndication business would wind up in lap of 
Hollywood majors have not panned out. Most new firms today enter 
field from 3 directions: (1) privately financed independent produc- 
ers like Bernard Prockter's First National; (2) star talent investing 
in tv like Ella Raines' Cornwall productions; (3) broadcasters get- 
ting into film to insure good supply of product, like Vitapix operation- 
in which stations own stock, and General Teleradio's planned syndica- 
tion operation. (For searching film report see section starting 51. ) 

-SR- 

You can win bets on who pays for lunch with this question: Do people 
buy many radio sets in mature television markets? Answer is that in 
15 top U.S. markets populationwise 58.5% more radios were sold In. 
'55 than in '52 (first 59 weeks). See chart on page 50. 



iVeic national spot radio ami tv business 



SPONSOR 



PRODUCT 



P. Ballantinc b Sons. 

Newark, N) 
Carter Prods, NY 

Economics Labs, Min- 
neapolis. Minn 

McCormick Cr Co, Bal- 
timore 

Nestle Co. White 
Plains, NY 



Beer 

Arrid. Rise, Carter's 

Little Liver Pills 
Soilax 

Tea and spices 

Cookie-Mix, Scmi- 
Swcct 



AGENCY 



STATIONS-MARKET 



). Walter Thompson, 

NY 
SSCB, NY 

Schcidclcr, Beck Cj 

Werner. NY 
Cecil Cr Prcsbrcy, NY 



Eastern Seaboard radio and tv 
mkts 

Selected mkts, to expand to 

20 major mkts 
20 tv mkts all over the country 



31 radio and tv mkts, Eastern 
Seaboard and Southwest 
Cecil & Prcsbrcy, NY j 25 Midwestern radio stns 



CAMPAIGN, start, duration 



Radio and tv: 20-scc, 60-sce annctsl 

mid-Jan: 52 wks 
Ty: Vj-hr film prog: t Apr; 52 wks 

Tv: 3 to 5 min film anncts a wk; 1; 

Feb; 13 wks 
Radio and Tv: 60-scc live dayti anncts; 

18 Jan; 13 wks 
Radio: 60-scc dayti anncts; 8 Feb; 10 

wks 
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They live on the Pacific Coast . . . 



They listen to Don Lee 



Don Lee IS Pacific Coast Radio 

Of the four major networks, only one has stations in the 45 important 
Pacific Coast markets — Don Lee, the nation's greatest regional network. 





RADIO 



Don Lee Broadcasting System 
Hollywood 28, California, 
represented nationally by 
H-R Representatives, Inc. 



the magazine radio and tv 




■ ■ 
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ARTICLES 



II© you yet the most mil of ISAIt services? 

Broadcast Advertising Bureau aids available to clients, agencies include presen- 
tations tailored for your needs, cumulative audience studies, product information 27 

Radio set sales lead tv by (it)% »" biy tv markets 

CBS Radio Spot Sales study shows radio set sales were 69% above tv set sales 

for first 39 weeks of 1953. Study covers major U.S. markets 3© 

II ow Wheatena makes 'em eat breuhiust 

Buying early-morning radio time in order to reach the whole family, especially 

adults, is hot cereal firm's strategy. Wheatena uses about 110 stations nationally 31 

W hat happens when you write to the sponsor? 

SPONSOR editor sent postcards to 25 tv sponsors praising their programs, ask- 
ing for literature or tickets. You'll be interested to learn how many of the 
group responded to this informal survey, and in what fashion 32 

Ratinys are here to stay, but . . . 

Ward Dorrell, veteran researchman, now Research Director at John Blair, shows 

how ratings for the same program often vary widely 34 

SPO\SOR index for second half of 1953 

Articles and departments are indexed here under convenient headings. Extra 

copies of this index are also available to subscribers without charge 100 

l?)o t TV FILM SECTION 

Over-all look at tv film proyram Held 

Major developments in the tv film field, including growth of the industry, sales 
patterns, programing developments, merchandising, key trends 52 

Color tv €tnd film 

Round-up of latest data on what film programs are being shot in color, what 

the cost picture is, equipment and processing problems, advice to sponsors ;>J 

Reruns of tv film shows 

Latest research on how well reruns do, what pricing formulas are, how reruns 

figure in film industry financing ;>(J 

Costs of tv film shows 

Charts, pictures give breakdown of exactly where the money goes 5fi 

Tips on tv film proyram buyiny 

10 tips from experts to would-be sponsors of tv Film shows 62 

Tr film proyrams listiny 

14 pages of charts showing what film programs are available to sponsors, who 
produces these programs, who syndicates them, how they range in cost (i7 

Tv film syndieators listiny 

Directory of syndieators is arranged alphabetically, includes sales contacts and 
phone numbers for easy reference 



COMING 



Tlit» tv film industry: commercials 

SPONSOR covers all aspects of the film commercial field, including latest 
developments, production problems, producers, costs, effect of color, tips ft f*" 1 **!*. 
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TIMEBUYERS AT WORK 

AGENCY AD LIBS 

49TH & MADISON 

NEW AND RENEW 

MR, SPONSOR, Henry Gellerman 

P. S. 

TV RESULTS 

NEW TV STATIONS 

FILM TOP 20 

AGENCY PROFILE, L. T. Steele 

SPONSOR ASKS 

ROUND-UP 

RADIO COMPARAGRAPH 
NEWSMAKERS 
SPONSOR SPEAKS 
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Things have changed 
in ARKANSAS, too! 



A] 



LONG with so many other States in the South, 
Arkansas is a far better market than many old-timers 
hink. One example: Effective Buying Income per 
\pmily is up 195.1% over ten years ago!* 

foil can reach almost all of Arkansas, now, with one 
I 'adio station— 50,000-watt KTHS in Little Rock, 
BS, and the only Class 1-B Clear Channel station 
n the State. KTHS delivers primary daytime coverage 
f 250,694 radio homes. Secondary, interference-free 
laytime coverage includes 73 of the State's 75 counties 
md brings the number of radio homes up to a 
chopping 823,881 I 

-Vrite direct or ask your Branham man for all the big 
THS facts, today. 



Sales Management figures 




50,000 Watts ... CBS Radio 

Represented by The Branham Co, 
Under Same Management As KWKH, Shreveport 
Henry Clay, Executive Vice President 
B, G. Robertson, General Manager 



KTHS 

BROADCASTING FROM 

LITTLE ROCK, ARKANSAS 




PACIFIC COAST'S 
2nd 

LARGEST MARKET 

"OAKLAND 
SAN FRANCISCO 
BAY AREA" 

with KLX 

The Bay Area's Dominant and 
Only Independent station 
broadcasting 

5000 WATTS 



DAY and 



NIGHT 



KLX 



( and K LX-FM 



No. 1 in News • Sports • Music 
THE TRIBUNE STATION 

TRIBUNE TOWER 
OAKLAND, CALIFORNIA 

Represented Nationally by 
Burns-Smith Company 






Murioji K, Hvuler, Young & Rubicam, Chicago, 
buys time for American Bakeries Co., makers oj 
Grennau Cakes and llaystee liread. "The main 
problem in buying for this account is the jact that 
distribution is in markets scattered across the coun- 
try," Marion says. "Also, since we want to be on 
the housewife's mind year-' round, I buy spot 
announcements and programing for this sponsor 
in four continuous 13-week cycles." This job keeps 
Marion constantly busy reviewing schedules and 
availabilities on stations throughout the country. 



.leant* JuS ft', Lennen & Sewell, Sew York, 
feels cost-per- 1,000 should be used as a yardstick 
in buying radio, but must not be the only 
determining factor. "A low cost-per- 1.000 in the 
middle oj a boxing match is fine," she says, "but 
not if you're selling baking flour." It's the com- 
bination oj various yardsticks that assures a time- 
buyer oj a good buy: a station's share oj audience^ 
relative strength oj the competing station's pro- 
graming, type oj audience reached, strategy of 
competing product all as vital as cost-per-M . 



yiartht T. Kiiue J r.. Hewitt, Ogilvy, Benson 
& Mather, A'ew York, thinks that the more a 
timebuyer knows about print media, the quicker 
will he grasj) over-all strategy for a particular 
client. "Also, he'll be able to strengthen his own 
position," Martin adds, "and explain his choice of 
stations and adjacencies better, if he can show 
how they fit into the over-all plan." At his agency 
timebuyers are invited to attend print presenta- 
tions, and Martin does so whenever possible, /lis 
accounts: Helena Rubinstein, Dunhill Cigarettes. 



StftvtiU Tcip/iugcr. director of radio-tl; 
Hirshon-Gar field, Sew York, feels combining power 
stations and small independents is the ideal way of 
covering a market for a regional spot client. "Of 
course," he adds, "some products just naturally 
seem to lend themselves to advertising over local 
stations predominantly. Take used cars, for example: 
Local d.j. shows are one of the most effective 
ways of pronioting used car sales." However, he 
stresses both wide coverage and local impact 
tor a successful regional radio campaign. 
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The new engineering reports now show 
WHAM-land has grown. This rapidly 
growing market packs a more than two 
billion annual sales potential. Area loyalties 
notwithstanding, people hear and shop 
from WHAM Radio as far east as Utica, 
west to Erie and south into Pennsylvania. 
More than 4Vi million people live, work 
and buy in this area. 

Put this 50,000 wa\ 
selling your product 



WHAM's market has everything — three of 
New York State's major metropolitan areas, 
highly profitable farms, twenty of the coun- 
try's twenty-one principal industries, vaca- 
tion playgrounds and homes. 

Thousands and thousands of buyers 
throughout this territory comment daily, 
"We heard it on WHAM." It's a ready mar- 
ket to buy anything you have to sell. 

f colossus to work 
or service for you. 



LEI 



WHAM 



SELL FOR YOU 




• Write, Wire or 
Phone WHAM or 
Hollingbery for 
Availabilities 



STROMIERG CARISON Station, Rochester, N.Y. Basic NBC • 50,000 watfs • clear channel 

GEORGE P. ROLVINGBERY COMPANY, National Representative 
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17% BIGGE JFt ME^CE! 



Mister PLUS discloses 

livehj doings after dark on the 

Mutual Radio Netivork 




TIME: January, 1952. 

EVENT: MBS presents Multi-Message Plan. 

SCOPE: Ten star shows added to evening lineup; 

national participation provided in top five 
(Monday-Friday, 8 pm) for unprecedented 
cumulative-reach effectiveness. 

RESULTS: First-year sponsors include General Mills, 
R. J. Reynolds Tobacco .. .total: 7. 



"Nidim Rating*. All ctimmrrclal rom]>rttlion 8.8:30 p.m.. 
Mon.Kri., Jan.-Oit '52 v». Jan.-Oct. "51 <Ju)>-Srpl. hiatm >. 




TIME: January, 1953. 

EVENT: MBS improves Multi-Message Plan.. 

SCOPE: Nighttime radio given additional boo.' 

by revamp of 8 pm lineup on MBS; 
preceded by news and followed by st (J 
drama and quiz programs at 8:30. 

RESULTS: Ratings soar 17% on MBS (off 13?, 255 
23? on other nets)*; 2nd-year sponsor* 
Bromo-Seltzer, General Mills, Lever h * 
F&G., Reynolds Tobacco . total: 1? 




For immediate details on 
remaining availabilities, 
reach for your phone now: 



CIME* 
SVENTf 
>COPEi 



January, 1954. 

MBS improves Multi-Message further. 
Three strongest shows in '53 lineup now aug- 
mented by Squad Room and Madeleine Carroll; 
Multi-Message array now preceded by 
Perry Como and Eddie Fisher at 7:45 pin. 
RESULTS: Still greater reach, economy, sales-profit 
for still more clients; better entertainment 
for more listeners; clearer proof of 
vitality of nighttime radio for . . . you. 




LO -4-S000 New York 
WH 4-5060 Chicago 
HO 2-2133 Los Angeles 




"TO 

PUSH 

A PRODUCT 
YOU GOTTA PUT 

STRENGTH 

BEHIND IT" 




And we've got the muscle . . . 
FOUR TOP DISC JOCKEYS, 
whose programs establish 
KSDO as San Diego's first 
station ... the one with most 
listeners* 

May we show you how KSDO 
can help yau muscle-in on this 
billion dollar market. 



*HOOPER and 
NIELSEN 



KSDO 



1130 KC 5000 WATTS 




Representatives 
Fred Stubbins - Los Angeles 
Ooten McGovten - Son Fioncisco 
John E. Peorson, Co. - New York 




by Bob Foreman 

If in the following few paragraph- 1 hound like an expert 
in retail advertising, yon can chalk it up to the three month- 
in 1936 1 put in wrapping stationery for a large New York 
department store. This experience gave me what i- so often 
referred to as the ''retail feel." a quality that evidently h 
lacking in so many advertising men and women the-e days 
according to the folks who work in the retail end of our 
bn-ines.«. 

As an old department store man, therefore. I watched the 
recent retail rush to broadcast media which the New York 
City newspaper strike perpetrated. Bulwarking my own rich 
experience w ith the interesting discussion of this situation in 
this very magazine a few issues back [28 December, page 
30]. I have come up with some thoughtful conclusions To 
wit: 

The copy used by most of the retailers during the strike 
was as unsuited to either radio or television as a one-minute 
radio spot would be running verbatim in newspapers. How- 
ever, the reverse of this (running print copy over the air) 
seems to be about what most stores did. 

I realize that they were pressed for time and that the copy- 
writers who labor within earshot of the sales counters are 
perfectionists as well as perhaps neophytes* when it comes to 
radio and television. But there must have been some better 
way to make up for this lack of experience and time espe- 
cially at so crucial a period as just prior to the Christmas 
season. One store did. I understand, engage the services of 
an agency which gave them access to writers and production 
people who could approach broadcasting as an old and fa- 
miliar friend rather than a fearsome new gimmick which 
might darn well work and. if so, cause upheaval in the store's 
ad department once management discovered the facts about it. 

Since 1 also spent one summer ( 1933) a- a runner in Wall 
Street, this. I believe, also gives me leave to analyze the finan- 
cial overtone- of the strike as they pertain to the retail sale- 
curve (how's that for Wall Street phraseology?). However 
after reading everything from the Wall Street Journal to horo- 
scopes I still can't figure out if the absence of newspapers 
helped or hurt department store sales. And I doubt if the 
store- know themselves. 

If sale- were actually down and this fact could be directly 
traced to the inability to put ads in print, it still doesn't mean 

[I'leasc turn to page 4-2) 
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Now every other TV home in 
Milwaukee enjoys top rated 
CBS programming on WCAN- 
TV. Conversions continue to 
soar! 235,000 UHF sets and 
out) IK weeks on the air. 

(Look lo f>0'/, b) Yebruar) 15//)) 



...in MILWAUKEE, Fastest Growing UHF Market in America 
lllil II HI Til LEADS in 13 out of 20-% hours 



WCAN-TV 



over other VHF Station I 




Here's your chance to put your 
promotion dollars to work on 
WCAN-TV to show and sell 
your product in Milwaukee's 
fabulous billion dollar market. 
And, WCAN-TV helps you 
merchandise and promote your 
program on television . . . radio 
. . . in the newspaper and on 
carcards and billboards. 

Write now for rale cards and 
success stories 



Milwaukee 



*ARB Survey on 

3:30 — 6:30 P.M. Monday — Friday 
Tales of the West" computed on basis 
20 quarter hours. 
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Basic Optional 



Represented Nationolly by 
Ale« Rojenmon • 347 Modison Avenue 
New YorV. New York 
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WHEN I SEENG 

SENOR I 
THEY LEESTEN J 




HERE'S WHY . . . 

KIFN, and onfy KIFN, reaches more than 
83,000 Spanish-speaking people in Phoenix 
and Central Arizona. This Spanish popula- 
tion spent nearly S20,000,000 in retail sales 
dufing 1952. They account for nearly 20% 
of Arizona's population. 

Remember, if you sell in Arizona . . . 
you should sell in Spanish. And to reach 
this rich market, you must use KIFN, 
Arizona's only full time Spanish Language 
itation. 



PINTO BEANS? SI. SENOR, 
I LOVE THEM! 




I helped sell 10 tons of 
them for Basha's Markets, 
Phoenix, during a recent 
week end. Ask Mr. Ed Kearns 
at Basha's. 



AH, SENOR, WHAT AN 
ANGLE FOR A SIESTA! 

Using KIFN, Quality Furni- 
ture Company increased sales 
to Mexican people from 5% 
of volume to over 40% 
in two years. Ask 
Mr. Al Garcia, Pres- 
I ident. 




SENORA COW, SHE NEVER 
GIVE MILK LIKE THEES! 

In one year my listener 
sent 187,500 labels to Bor- 
den's Milk Company in return 
for china plates. Check with 
Mr. Sporleder at Borden's. 



'Statistics from Valley 
National Bank Survey. 



Ask These Yanquis About Mel 




LOS ANGELES, CALIF. 
HARLAN G. OAKES 
AND ASSOCIATES 
672 S. LaFayette 
Park Place 



NEW YORK, 
N. Y. 

NATIONAL 
TIME SALES 
17 E. 42nd St. 



KtFN 

"LA VOZ M1XICANA" 
860 Kilocycles • 1000 Watts 

REACHING PHOENIX, AND 
ALL OF CENTRAL ARIZONA 





MADISON 



spon'sok invites letters to the editor. 
Address 40 E. 49 St., Sew York 17. 

ALL-MEDIA STUDY 

Please reserve for us three copies of 
sponsor's All-Media Evaluation Stud). 
sponsor's media studies, are the big 
bargain in research ! 

Joseph Katz 

President 

The Joseph Katz Co. 
Baltimore 

a sPOYSKK's tll.M. <)ia Study tie jiubli-h.-a 

in I iiolt form later in tli<* >car. Ht-b<-r% atiuns arc 
ac<-*-|italil*- nut* Ii> *»ritiiiK to It). r'a„l t<> St.. 
\<-*» York 1 7. 



READERS' SERVICE 

My thanks to sponsor and Augusta 
Shearman for sending me additional 
information in response to m\ letter 
requesting data on the subject of re- 
peating radio and tv commercials. 

You ought to feel good about being 
consulted so many times for the an- 
swers to these many problems. In our 
own case you are the only publication 
we ever write in this regard, and you 
always come up with the answers. 

Thank you again for your fine co- 
operation. 

En La Crave Jr. 
Account Executive 
Lessing Advertising 
Des Moines 



NEWSPAPER STRIKE 

Congratulations as usual on your 
top-notch coverage of radio and tv in 
the New York newspaper strike. Jn the 
entertaining picture strip that accom- 
panied the story ["What happened on 
the air when \. Y. C. newspapers went 
on strike.*' 28 December 1953. page 
30]. vou quote WCBS as claiming a 
record by getting an announcement on 
the air within 40 minutes after the 
onler was placed. 

On November 21 the Harwood Mar- 
tin Agenc\ called us at 9:58 a.m. to 
place an order for our mutual client, 
the Woodward & l.othrop Department 
Store. There had been a slip in placing 
a newspaper ad announcing that Santa 
Clans had arrived at the store that very 
Saturdav morning. The first Wood- 
ward & Lutltrop announcement of 
Santa s srrii al was read over WCMS 



at 10:01 a.m. From copy taken over 
the telephone and handed to our an- 
nouncer just as he was completing the 
newscast for another client the elapsed 
time w as six and one-half minutes. 

M. Rohkht Hoc Efts 

President 

WGMS 

Washington, {). £ r 



I'm sure all the New York stations 
owe a great deal to both sponsor and 
Broadcasting for your factual coverage 
of the strike situation. You both did a 
job for the industry that no single New 
York station could do. 

Robert G. Patt 
Advertising & Sales 

Promotion Mgr. 
WCBS-TV. Xeu- York 



SPOT RADIO 

I, notice a small discrepant') between 
your published estimates of spot radio 
volume for 1953. 

The SPONSOR estimate in the Decem- 
ber 14 issue ["12 big spot clients: how 
they use the medium.'' Part one, 14 
December 1953. page 30]. is SI 30.- 
000.000 spot radio time sales for 1953. 

John Blair's estimate of SI 35.000,000 
spot radio time sales for 1953 appears 
in your issue of December 28 ["12 big 
spot clients: how they use the medi- 
um, ' Part two. page 39]. 

Both you and we will probably be 
charged with being undulv conserva- 
tive. In any event, the consistent, sub- 
stantial, ever increasing growth of na- 
tional spot radio is a great tribute to 
the sales power of the medium, to its 
flexibility in meeting new conditions 
and to the success of all of the promo- 
tion and sales efforts of those far-seeing 
radiomen whose imagination sets no 
limit to the continuing growth of the 
medium. 

T. F. Flanagan 
Managing Director 
Station Representatives 

Association 
Aeic York 



INDEPENDENT RADIO 

Congratulations on what we consider 
one of the finest articles ever published 
about the independent radio stations 
["How to get the most out of an inde- 
pendent station." 28 December 1953. 
page 42]. We feel the article printed 
(Please turn to page 15) 
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SPONSOR 



^ Real "Hooper- dooper 



?! 




Coincidental Hooperatings . . 

- HOMES 




SEPTEMBER 77 1RT DECEMBER 1953 



2 -AUTOMOBILES 



NOEEMBER 1953 



3 -GROCERY STORES 

OCTOBER-NOE EMBER 1953 



COMPLETE RADIO LISTENING ANALYSIS 
OF SYRACUSE, NEW YORK 

copies are available to all 
1953 National Sponsors of 
Syracuse Radio and their advertising agencies. 



FREE 



Reports contain all 3 authoritative studies grouped for easy comparison. 



This offer expires Feb. 10, 1954 




MAIL 
THIS 
COUPON 



MEMBER OF ASSOCIATION OF 
DEPENDENT METROPOLITAN STATIONS 



STATION WOLF— SYRACUSE, N. Y. 

Without charge or ollicntion please send our jree copy of the 
3-[f ay Syracuse Hooperating to : 

Name 

Sponsor or agent 

Street & number 

City and State 

Account placed 



j 



I 



Here ir /i words the 
Abilene story 
KRBC-TV is the only television 
>er\ ce in the 18-county Abilene 
trade territory 

In that territory are 236,586 
persons living in 78,073 house- 
holds ( 1 950 census) They 
spent $3) 2,772,000 over 
retail counters in 1952, 
$84,662,000 of that in Abilene 

In the first 120 days of 
KRBC-TV operation more than 
one-fourth of those families 
bought television sets. 

Our rates are reasonable — 
$150 basic hourly rate, $18.00 
for one-minute announcements.* 
May we serve you ? 

'Film fate only 
Camera charge extra. 




ABILENE 
TEXAS 

NBC, ABC, and DuMont 
Networks 

Effective Radiated Power 
Video 29.5 KW 
Audio 14.7 KW 

Represented Nationally by 
JOHN E. PEARSON TV, INC. 

Offices 

New York • San Francisco 
Chicago • Los Angeles • Minneapolis 

Trias Accounts Only 

AIRWAVES ASSOCIATES 
Dallas— 251 North Fir Id St. 
h'mmt 7GU : ltl-122^ It 1-56 12 

Houston— ',20 l.ovctt lid., Xo. 
/-/>; J I' -HUH 
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SPONSOR 



in sponsor will give ihe independent 
radio stations a great deal of assistance. 

Please send us 300 reprints of this 
story. 

John A. Encei.bkkciit 
President 

WIKY and WIKY-FM 
Evansville 

K«'i»rhils of ihf article. "Ifow to get the must 
out of an indt'pemient radio station," cost 25c 
npicrr. Quantity prices on r«M|oe<t. 



In in) book you've performed a real 
service to independent operators by 
publishing your article on independent 
stations ["How to get the most out of 
an independent station,"' 28 December 
1953, page 42]. Congratulations to 
the SPONSOR staff for an excellent job! 

We'd appreciate receiving 50 re- 
prints of the article so that we can dis- 
tribute them in our area. 
Tim Elliott 

President & General Manager 
WOVE, Akron 



TV BASICS 

I greatly appreciate \ our television 
statistics., 

"Tv Basics" is a very nice looking 
report. We found the figures contained 
therein to be not only useful but in- 
teresting for our purposes. 

If it has not come to your attention 
before, you might be interested to know 
that the Miami area now has three tv 
outlets and is expected to have three 
more w-ithin the next year. 
Michael W. R. Davis 
First Research Corp. oj Florida 
Miami 



MESSAGE REPEATERS 

A few months ago your "Report to 
Sponsors" carried an article about my 
newest aid to merchandising— namely, 
message repeaters. At this time I am 
pleased to report to you a couple of 
case histories of the terrific impact 
message repeaters have at point-of-sale. 

In a 13-week spot campaign Sunm 
Jim Syrup used message repeaters in 
65 different locations for one week at 
a time in each location. In all of these 
stores sales of Sunny Jim Syrup went 
up at least 100% over any previous 
week. 

We have just started a campaign for 
a new product — Ivar's Clam Chowder. 
The Tradewell group of super markets 
132 stores controlling 10% of the 



Greater Seattle gro< er\ lm-iiic— -I al- 
lowed us a te>t store with a 15-case dis- 
play. We put this displaj up v\ith a 
message repeater on Fridav noon, and 
by Saturday night had sold 10 <a-cs. 
The heads of Tradewell were so pleaded 
that they ga\c us free rein to set up 
mass displays in all 32 of their >toie,s. 

Bill Simpson 
KOL, Seattle I- 



WHO LISTENS 

Thanks ver\ much for the reprints of 
the Polilz article which appeared in 
your December If i.-sue ["Who listens 
. . . were . . . when . . . why . . .", page 
36], J think \ou did a vcr\ fine job and 
I am glad to hear thai \ou have made 
20,000 reprints of the story for distri- 
bution. 

Waltek Johnson 
Asst. Gen. Mgr. 
irriC, Hartford 

• Iw'printK «f thf arliclr, lio IiMen*." arc 

in ail ah lr ;ii 20u apwM Ouant it y {trices on re- 
quest. 



WORKMANLIKE 

1 enjoy the workmanlike treatment, 
the research and objectivity behind 
vour magazine. 

Please send nie your "Radio and T\ 
Directory." 

X. K. Donovan 
15 East 48 St. 
\ew York 

• SPONSOR** "Hltdio and lv Directory" la 
available free of charge. 



FARM ISSUE 

So much has been said about the 
October 19 issue of sponsor in the 
transcript of proceedings of the Na- 
tional Association of Radio Farm Di- 
rectors" New \ ork meeting that I have 
been looking everywhere for m\ ropy. 
I have failed to find it and 1 am afraid 
that this issue landed on an unappreei- 
ative desk here at WCMB. 

Do you have another cop\ for me? 
I want to know where some of those 
advertising dollars dwell in thi? period 
of dropping agriculture prices and 
markets. 1 enjoy our other issues but 
of course the farm issue is vital to me. 
John A. Smith 
Radio Farm Director 
WCMB 

Harrisburg-Lemoy ne, Pa. 
I Please turn to page 127 I 




PERFECT 

sty 



BALANCE 




There's perfect balance with 
KM PC's powerful 50,000 
watts and Southern Califor- 
nia's vast territory and great 
population. This means 
profitable radio selling. 
KMPC is listened to and 
heard BUY" more people 
than could be reached by 39 
stations. 

"Yes, we mean BUY. Ask- 
some of our contented 
clients who continuously sell 
and SELL on Southern Cali- 
fornia's "BIG TOP" indepen- 
dent radio station. 



KMPC 



Los Angeles, Calif. 

50.000 WATTS DAYS 
10.000 WATTS NIGHTS 



GENE AUTRY, 
President 



R. 0. REYNOLDS. 
Vice Pres. & 
Gen. Mgr. 



Represented Nationally by 
AM RADIO SALES COMPANY 
New Yerk let Mf eles Chlcm 
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You're seeing double 
in the daytime 




Today your chances for making sales in 
daytime television have doubled . . . 

Because the 10 stations represented by 
CBS Television Spot Sales — in two years- 
have ; 

...doubled their daytime audiences, today 
attracting 14,500,000 different viewers 

...doubled their gains in multi-station 
markets, to win an average lead of 20 f '( 

...doubled in economy, with costs-per-M 
as low as 34 cents. 

These 10 stations are the best way to 
daytime television — and daytime television 
is the best way to 28 million housewives — 
who spend over 204 million dollars 
each shopping day. 

In 1954 your sales picture will be brighter- 
all day long — on these 10 big-volume 
television stations. 

CBS Television Spot Sales 

Representing vvrps-TV. Nov York . »(M -TV, PhiladVrhin . 
w TOP-TV, \\ a>h ncten : « btv Charlotte , w Mrr-tv. Jacksonville . 
w ABT. BirminRham : nnbbm-Tn, Chicacn . KfiVL-TV, Galveston- 
Houston ; K?L-TV. Salt Lake City . kn\T. Los Anceles and 
CTPN. CBS Television Pacific Network. 




9€ 13NNVHD 
ooo'9iz 



: 





■00 $ 





New and renew ) 
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iVeie oti Television Networks 



2. 



3. 



SPONSOR 



Associated Prods, NY 

Hazel Bishop, NY 
Capital Airlines, Wash, 
DC 

Emerol Mtg Co, NY 

Ceneral Motors, Detr 
Cold Seal (Class Wax), 

Bismarck, ND 
Mutual of Omaha, Omaha 

Mystic Adhesive Prods. 
Chi 

Quaker Oats, Chi 

Revlon Prods, NY 

S O S. Co, Chi 
S.O.S. Co, Chi 

S.O.S. Co, Chi 



AGENCY 

Grey Adv, NY 

Raymond Spcctor, NY 
Lewis Edwin Ryan, Wash. 
DC 

Hilton & Riggio, NY 

Kudncr, NY 
Campbell-Mithun, Mpls 

Bozcll & Jacobs, Omaha 

Ceorge H .Hartman, Chi 

Sherman & Marquette, 
Chi 

William H. Weintraub, 
NY 

McCann-Erickson, Chi 
McCann-Erickson, Chi 

McCann-Erickson, Chi 



STATIONS 

NBC TV 50 

ABC TV 78 
NBC TV 51 

ABC TV 31 

CBS TV 84 
CBS TV 70 

ABC TV 33 

CBS TV 61 

CBS TV 51 

NBC TV 19 

NBC TV 80 
NBC TV 36 

NBC TV 51 



Renewed on Television Ncttvorks 



SPONSOR 



Bauer & Black, Chi 
Bristol Myers, NY 

Faith for Today Inc. 
NY 

Ford Motor Co, Dear- 
born, Mich 

Hall Brothers, Kansas 
City, Mo 

Kraft Foods, Chi 

Lever Bros, NY 

Liggett & Myers Tob, 
NY 

Lincoln-Mercury Dealers, 
Detr 

R. ). Reynolds Tob, 
Winston-Salem, NC 



AGENCY 



Leo Burnett, Chi 
DCSS, NY 

Rockhill Co, NY 

J. Walter Thompson, 

Chi 
FC&B, Chi 

). Walter Thompson, 
Chi 

McCann-Erickson, NY 

Cunningham & Walsh, 
NY 

Kenyon & Eckhardt, 
NY 

William Esty, NY 



STATIONS 



Du Mont 36 
CBS TV 66 

ABC TV 21 

NBC TV 53 

NBC TV 37 

NBC TV 49 

CBS TV 54 

NBC TV 89 

CBS TV 123 

NBC TV 70 



PROGRAM, time, start, duration 

Arthur Murray Dance Party; M 7:30-45 pm; 18 

Jan, no. wks not set 
Dr. I. Q.; M 8:30-9 pm; 18 J.in; 52 wks 
Today; M-F 7-9 am; 39 panic 18 Jan; 13 wks 

Tommy Hcnrich Sports Show; SjI 6-6 15 pm; 

16 Jan; 52 wks 
Motorama; W 10-10:45 pm; 20 Jan only 
|o Stafford Show; T 7:45-8 pm; 2 Feb; 52 wks 

John Daly & the News; M, W 7:15-30 pm; 1 
Feb; 13 wks (co-sponsor with Whitehall pharm) 

Carry Moore Show; F 1:45-2 pm seg; 15 Jan, 
52 wks 

Contest Carnival; Sun 12:30-1 pm; 3 Jan; 52 wks 

Mr. & Mrs. North; alt T 10:30-11 pm: 26 Ian 
52 wks 

Hawkins Falls; alt M 11-11:15 am; 4 Jan, 52 wks 

Kate Smith Show; alt W 3:15-30 pm: half of 

scg; 13 jan; 52 wks 

Today; M-F 7-9 am; one partic per wk : 7 Ian; 

52 wks 



PROGRAM, time, start, duration 

Twenty Questions: M 8-8:30 pm: 14 Dec: 55 wks 
Man Behind the Badge; Sun 9:30-10 pm; 10 Jan; 
52 wks 

Faith for Today; Sun 12:30-1 pm; 3 Jan; 52 wki 

Ford Theatre; Th 9:30-10 pm; 31 Dec; 52 wks 

Hallmark Hall of Fame; Sun 5-6 pm; 3 Jan; 52 

Kraft Tv Theatre; W 9-10 pm; 6 Jan; 52 wks 

Arthur Godfrey Time; M, W 10:45-11 am; 4 

Jan; 52 wks 
Dragnet; Th 9-9:30 pm; 31 Dec; 52 wks 

Toast of the Town; Sun 8-9 pm; 3 |an; 52 wks 

Camel News Caravan; M-F 7:45-8 pm; 1 Jan; 
52 wks 



(See page 2 for New National Spot Radio and TV Business) 



Advertising Agency Personnel Changes 

NAME FORMER AFFILIATION 



E. W. Berger 
Crawford Blagden 
William S. Blair 
C. S. Blakeslee 
Clifford E. Bolgard 
Brown Bolte 
Maria Carayas 
Herbert A. Carlson 
Gregory V. Drumm 

Leslie Dunier 
Charles F. Fleischmann 
M. Peter Franceschi 
W. A. Franchey 

Ceorge Ciese 
Dugald F. Cordon 
Ted J. Grunewald 
Joseph Cusky 
A. Gould Harrison 



Kaiser-Frazer Sales Div„ Detr, vp 
Benton & Bowles, NY, acct exec 
Hewitt, Ogilvy, Benson & Mather, NY, res dir 
Wallace-Lindeman, Grand Rapids, acct exec 
Sherman & Marquette, Chi, media dir 
Benton & Bowles, NY, vp & acct supvr 
Roy S. Durstine, NY, timebuyer 
Own public rels and adv firm. Seattle 
Gibson Refrig Co, Greenville, Mich, mgr adv, sis 
prom 

Worth Stores, NY, adv dir 

Penick & Ford, Ltd, NY, adv. sis prom mgr 

FC&B Intl Div, pres 

Wilhelm-Loughlin-Wilson, Houston, vp chg new 
bus 

McCann-Erickson, NY, vp, dir intl div 
John Daniel Frey, Chi, acct exec 
William Esty, NY, radio-tv exec 
Lando Adv, Pittsb, dir consumer activities 
Westinghouse Elec, Pittsb, eastern distr sis prom, 
adv mgr 



NEW AFFILIATION 



Ccyer Adv, Detr, vp 

Same, vp 

Same, vp 

Same, vp 

Same, vp 

Same, bd of dir 

Hilton & Riggio. NY, timebuyer 
Grant Adv. Chi, vp 
Wallace-Lindeman, Grand Rapids, vp 

Emil Mogul, NY. radio, tv timebuyer 
Y&R, NY, contact exec 
Ceyer Adv, NY. mgr creative prodn 
Piedmont Adv, Salisbury. NC, mng dir 

Same, pres McCann-Erickson Intl Corp 
Zimmer. Keller & Calvert. Detr. acct exec 
Hicks & Greist, NY, bus mgr tv. radio dept 
Same, partner 
Y&R, NY, contact exec 



(Continued next page) 



► 



/« next issue! Netc and Renewed on Radio Networks. Na- 
tional Broadcast Sales Executives. Netc Agency Appointment* 






\ umbers a'ter names 
refer to A eit and Re- 
new category 

L. V. Stapleton (3) 

John b. Simpson >3) 

IT. A. Franchey <3) 

Alan Sidnam <3) 

Broun Bolte 1 3) 
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3. 



4. 



5. 



/Ill vert i vi I'M/ /lf/<?iifi/ Personnel Cham yes (continued) 

namF FORMER AFFILIATION NEW AFFILIATION 



Judson H. Irish 
Frank Kemp 
Howard Kuhn 
Robert Lansdon 
H. B. LcQuattc 
Muriel Mack 
Charles E. Patrick 
W. H. Poole 
Cardncr Rcamcs 
Roddy Rogers 
Dan Rubin 
Alan Sidnam 
John B. Simpson 
Edward Sonncnschcin 
Richard Stanton 
Lawrence V. Staplcton 
David F. Titus 
Don E. West 



Hewitt. Ogilvy, Benson & Mather, NY, copy chief 

Compton Adv, NY, asst media dir 

Compton Adv, NY, asst res dir 

N. W. Aycr, NY, acct exec 

Prcs, own agency 

Benton & Bowles, NY, timcbuycr 

Donahue & Coe, NY, acct exec 

Y&R, Toronto, vp & mgr 

Comcr-Rcamcs Adv, Kans City, partner 

WFIL-TV. Phila, exec prodr, dir 

Fcdway Stores, NY, prom-mdsg stf 

Benton & Bowles, NY, vp & acct supvr 

FC&B, Chi, dir radio-tv dept 

Arthur Mcycrhoff & Co, Chi, acct exec 

John Stanton & Son, NY, pres 

Crant Adv, NY, acct exec 

CBS, prog dir 

Standard Brands, NY, group brand mgr 



Same, vp 
Same, vp 
Same, vp 

Y&R, NY, contact exec 

Abbott Kimball, NY, vp, chmn pains bd 

Meldrum & Fcwsmith, Clcve, tv, radio timebuj 

Emil Mogul, NY, acct spvr Manischewitz Wine 

Y&R, Montreal, vp & mgr 

James R. Reese Adv, Kans City, exec 

Ward Whcclock, NY, mgr radio-tv prodn 

Hubcr Hoge & Sons, NY, acct supvr 

Same, bd of dir 

Same, vp 

Olian & Bronncr, Chi, acct exec & copy chief 
Ward Wheelock, Phila, creative exec 
Same, vp 

Mac Wilkins, Cole & Weber, Seattle, tv-radio i 
Hewitt, Ogilvy, Benson & Mather, NY, dir md 



Sponsor Personnel Chan yes 



NAME 

M. F. Blakcslce 
Vincent P. Brunclli 
Ccorgc Cohen 
Lawrence J. Cullcn 

F. Harry Fletcher 
E. R. Clauber 

Richard B. Moller 
Norman Peterzell 
Fred B. Walrath 



FORMER AFFILIATION 



NEW AFFILIATION 



RCA, Camden, NJ, dir distrib rcls 
Personal Prods Corp, Milltown, NJ, dir paper div 
Emerson Radio & Phone Corp, NY, asst dir sis 
Automatic Controls Corp, Ann Arbor, Mich, natl 
sis mgr 

Bristol-Myers, NY, asst to exec vp chg sis 

Emerson Radio & Phono Corp, NY, dir Emerson 
distrib cos 

Pal Blade Co, NY, vp super mkt sis 

Biow Co, NY, acct exec P&C 

Landers, Frary & Clark, New Britain, Conn, dis- 
trict mgr, dec hswarcs div 



Emerson Radio & Phono Corp, NY, dir distrib n 
Tck-Hughcs, Watcrvlict, NY, dir adv, mds,g 
Same, eastern sis mgr 
Transparent Pkg Co, Chi, sis devel mgr 



Same, natl field sis mgr, prods div 

Same, also natl sis mgr for air-conditioning 



Hudson Pulp & Paper, NY, field sis mgr, tissue . 
Carter Prods, NY, prod mgr 
Same, rcgl mgr southeastern div 



station Chanties (reps, network affiliation, power increases) 



KCTY, Kans City, Mo, purch by Du Mont Labs from Empire 
Coil Co 

KJBS, SF, new natl rep Avery-Knodel 

WBEL, Beloit, Wis, new natl rep Hal Holman Co; power incr 
to 5000 watts 



as F. Clark 
t rt-.t, r. 



WCHV, Charlottesville, Va, new natl rep Thomas F. Clark 
WFAI, Fayctteville, NC, new natl rep Thomas F. Clark Co 
WTVU, Scranton, Pa, new natl rep Everett-McKinney 
WWEZ, New Orleans, new natl rep Ceorge W. Clark; pi 
rep Hollingbery 



( 



6. 



Sew lyency Appointments 



SPONSOR 



PRODUCT [or service) 



AGENCY 



Amboy Milk Prods, Amboy, III 

Amer Safety Razor Sorp, NY 
Block Drug, Jersey City, NJ 

Boyle-Midway, West Coast Div, LA 
Cadence Distrib Co, NY 
(Archie Blcyer, head) 
Clamorcnc, NY 

Hcarn Dept Stores, NY 
Kiwi Polish Co, Phila 
KMPC, LA 
K SAN-TV, SF 

MacArthur Prods, Indian Orchard, Mass 
McDonald & Arneson, Vallejo, Cal 
Mica-Seal Mfg, Berkeley, Cal 
Monarch Wine Co, Brooklyn, NY 
Peter Paul, Naugatuck, Conn 
Pevely Dairy Co, St Louis 
Smart & Final Iris Co, Cal 

John Wanamaker, Phila, NY 

Zotox Pharmacal Co, Stamford, Conn 



A umbers ajter names 
n-fer to New and He- 
new category 

If. A. Carlson (3) 
I). F. Gordon (3) 
V. /'. lirunelli (\) 
Crawford Rlagden (3) 
F. II. Fletcher ( \) 

George Giese (3) 

Judson II. Irish (3» 

Gardner Rcamcs <3) w 

K. IV. Ilergcr (3> W 



If 'rn. S. lilair 



<3> 



Melody Whip (filled milk prod) 
Cem razors & blades 

Minipoo Dry Shampoo, Alkaid Antacid Tablets, 

Poslam Ointment 
Polishes, waxes, germicides 
Phonograph records 

Clamorene rug cleaner, foam upholstery 

cleaner, paint brush cieaner 
Department store (for radio-tv adv only) 
Shoe polish 
Radio station 
New UHF tv station 
Portable Porter luggage wheels 
Telescopic Emergency Lights 
Waterproofing paints 
Manischewitz Wine 
Mounds, Almond Joy Candy 
Milk, dairy, ice cream prods 
Food prods, canned & pkgd 

Dept store 

Zotox medication for poison ivy. oak and 
sumac 



Calkins & Holden, Carlock, 
McClinton & Smith, NY 
McCann-Erickson, NY 
Emil Mogul, NY 

J. Walter Thompson, LA 
Brooke, Smith, French & Dorranc 
NY 

Hicks & Creist. NY 

Hoffman-Manning, fit 
Ceyer Adv, NY 
Yambert Inc, Hywd 
Diamond & Sherwood, SF 
Fred Cardner Co, NY 
Ad Fried & Assoc, Oakland, Cil 
Ad Fried & Assoc, Oakland, Cal 
Emil Mogul, NY 
D-F-S, NY 

Granville Rutledge Adv. St. loin 
Stromberger, LaVene, McKenzie, 
LA 

Dowd, Redfield & Johnstone, NT 
John C. Dowd, Boston 

Dowd, Redfield & Johnstone, N> 
John C. Dowd, Boston 




SPONSOR 



WHO 

and Get Iowa's Metropolitan Areas.. 
Pirn the Remainder of Iowa! 



TAKE AUTOMOTIVE SALES, FOR INSTANCE! 

4.9% CEDAR RAPIDS • • • WM 

I 



. • « 



10.7% TRI-CITIES- 

12.5% DES MOINES 

2.6% DUBUQUE* 

4.4% SIOUX CITY 

3,9% WATERLOO 

65.1% REMAINDER OF STATE 

Figures add to more than 100% 
because Rock Island County, Illinois 
is included in Tri-Cities. 



MINNESOTA 



I S.A.M. D 
t STATION 



DAYTIME 
AUDIENCE AREA 



iHHfBOBHBSi 




WISCONSIN 










VVAX 



THE "REMAINDER OF IOWA" ACCOUNTS FOR THESE SALES : 

(Which You MISS Unless You Cover the Entire State) 

65.4% Food Stores 
61.6% Eoting ond Drinking Ploces 
General Merchandise Stores 
Apporel Stores 
60.7% Home Furnishings Stores 
65.1 % Automotive Deolers 
73.2% Filling Stotions 
79.6% Building Moterial Groups 
60.4% Drugstores 

Source: 1952-'53 Consumer Morkets 



44.8% 
55.6% 



MISSOURI 



FREE & PETERS, INC., National Representatives 
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BUY ALL of IOWA- 
Plms "Iowa Plus"— with 

WIKI 

Dm Main** . . , 50,000 W«Hs 

Col. B. J. Palmer, President 
P. A. Loyel, Resident Manager 




You oughta know this! 

MONTREAL 

is Canada's 
largest city . . 

Population 

1,500,000 




And this, too! 

CFCF has been 

Montreal's big 
English favorite 
for 34 years 





MONTREAL 

m U.S.-WEED 
IN CANADA-AIL CANADA 






Gellerman (r.) confers with commentator Gladstone about Bache commercial 

Henry fwellermtin 

Advertising Manager 
Bache & Co., New Yorl 

No one expects a pitchman to go on the air with the following 
high-pressure technique when selling stocks: 

. . Write in today while this offer holds. And remember,, folks, 
you can pay for your stocks in easy weekh installments." 

Vet, Henry Gellerman. who masterminds advertising for Bache 4k 
Co., a conservative Wall Street investment hou^e, assured sponsor 
that radio audiences in New York. Philadelphia. Chicago. Detroit, 
Cleveland and Boston will be hearing a modified version of that mes- 
sage some five to seven times weekly starting 24 January. 

This new campaign begins the da}" before die new monthlj in\ em- 
inent plan authorized by the Securities Exchange Commission goes 
into effect. This plan — a budget plan for buying securities on in- 
stallments — will broaden the base of potential stock owners. 

"Now we can take our message to the housewife." Gellerman 
explained. "And that's precisely what we're doing with this new 
campaign. We're no longer limiting our choice of programing and 
adjacencies to male appeal. Our only motto is hard sell." 

It's this hard-sell approach, combined with institutional and edu- 
cational techniques, that have brought Bache more leads-per-3 via 
spot radio programing (see 27 July 1953 sponsor, page 361. 

On radio since 1948 at Gellerman s instigation. Bache has gradu- 
al! v increased its air budget from a dead start to 45 r f of the over-all 
$500,000 budget in 1954. 

"We started off easy with public service programing on WNYC. 
New York,' Gellerman told sponsor. "Then we tried minute an- 
nouncements on WQXR, New York, with convincing success." 

However, Gellerman was still not satisfied. ''After all. even one's 
a prospect," he says, summarizing his business theorv. "And it's mv 
job to help broaden the base of stock buying." 

Now Bache commercials are heard daily on WOR's Today's Busi- 
ness, a program of transcribed business news and comments bv 
Henry Gladstone. This five-minute show, weekdays 7:15-7:20 p.m.. 
pulls leads for Bache at the cost of $1.50 each, compared to a cost 
of $2 per lead from Bache newspaper advertisements. 

And to those skeptics who believe that ad managers of financial 
houses spend their vacations in front of a ticker tape, Gellerman will 
gladh send postcards from his ski trip to St. MoriUr, * * * 
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More in '54 



POWER 

Farthest reaching TV signal in the Michigan 
area . . . gigantic 1,057 foot tower with 
maximum 100,000 watt E.R.P. . . . plus favored 
Channel 2 dial position add up to 

MAXIMUM CIRCULATION 

PROGRAMMING 

Daytime and nighttime, viewers customarily 
turn to Channel 2 for the best in entertainment, 
news and sports. And that means 

MAXIMUM VIEWING 

RATINGS 

Consistently leading with high-rated CBS, 
Dumont and local programs. For example, Pulse 
ratings for December, '53, show 9 out of the 
15 top shows on WJBK-TV. And that gives you 

MAXIMUM IMPACT 



with 




CHANNEL 2 



Eliminate guesswork when you're buying 
TV time in the rich Great Lakes area. 
Make your money go farther, literally 
and figuratively, on WJBK-TV, Detroit's 
only full power station. Look at the facts! 
Prove to yourself that Channel 2 is the 
place for you. Get maximum return for 
your TV dollars on WJBK-TV. 




Detroit 



Represented 
Nationally by 

THE KATZ AGENCY 



BASIC CBS NETWORK & DUMONT 

STORER BROADCASTING COMPANY • National Sales Director, TOM HARKER, 1 18 E. 57th, New York 22, ELDORADO 5-7690 
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ON THE SPOT 
AT DEADLINE! 




• Salesmen want presentations 

• Talent wants publicity 



• Packagers want promotion 

• Agencies want information 

• AND NOW THERE ARE 

1,734,582 TV SETS 

reached by CHANNEL 4, Hollywood wilh 
50 hours per week of locol lelecosling by 
local personalities for locol sales results. 
Conlocl KNBH or NBC Spol sales. 



New developments on SPONSOR stories 

"I'l-Mgra citing trend* in spot radio;** 

,14 July 1952, p. 74 

Well-known radio and tv personali- 
ties r#ti he purchased oh spot basis 

In what was described by industry observers as one of the biggest 
radio deals in recent years tbe Frederick W. Ziv Co. recentlv signed 
comedian Red Skelton for a three-year contract. Among the unique 
angles of tbe arrangements are these: Sponsors will be allowed to 
buy the program series on a national, regional or local basis; the 
show is one of the first which features big-name talent and which 
will run 30 minutes daily, rather than tbe usual pre-tv radio program- 
ing formula of one 30-minute show weekly; Skelton will continue 
the features on the transcribed Ziv series that he made famous on 
his "live" radio and tv series (Willie Lump Lump, the Mean Widdle 
Kid, Klem Kadiddlehopper, San Fernando Red, Cauliflower Mc- 
Pugg); under a guarantee-against-percentage contract, Skelton is 
expected to make at least SI. 5 million; Ziv is spending S3 million 
on the radio series, making it one of the costliest of recent radio 
programing ventures. 

A Ziv spokesman said the company bad been negotiating with 
Skelton for two years. He claimed tbe weekly budget of the show 
will be the highest for any radio series on the air this year. 

Cost of the program series for sponsors is to be based upon the 
size of the market the advertiser warts to cover. At sponsor's press- 
time the price range still was undetermined. Present Ziv shows range 
from SI 5 to as much as S7S0 weekly, depending upon the market. 
Altogether, Ziv packages about two dozen transcribed shows. 

John L. Sinn, executive vice president of Ziv, noted that the largest 
single group of users of Ziv shows are brewers. He said they spend 
over SI 0 million annually for Ziv programs. 

Sinn pointed out the Skelton program is an indication of Ziv's 
belief that radio is a tbriving medium. 

Skelton will participate in the promotion of the radio programs; 
He remains free to engage in other activities. * * * 



Herb GorHon, Ziv v. p., looks on while Skelton signs three-year contract with Ziv 
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WSJV-TV. ELKHART, INDIANA. JOHN F. DILLE, JR., PRESIDENT AND GENERAL MANAGER 
JOHN J. KEENAN, COMMERCIAL MANAGER 



*ln Retail Sales & 
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W DAY-TV FARGO, N. D. 



NOW ON FULL POWER 



(UP FROM 13,000 TO 65,000 WATTS) 



AND CARRYING PRACTICAL IV 

ALL TOP-RATED PROGRAMS 

FROM ALL 4 NETWORKS i 

(AND LEADING FILM PRODUCERS)! 



Affiliated with NBC • CBS • ABC * DUMONT 

PETERS, INC., Exclusive National Representatives 
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BAB HELPZD SELL FISK ON RADIO: Fisk Tire will be big radio 
client for first time, after detailed BAB-aided study. Above, Elliot 



Detweiler, Fisk ad mgr., shakes hands with Ted Maxwell, of BAB. 
Duncan Ross, a.e., F. D. Richards, Walter Klee, asst. ad mgr,, look on 



re y on getting (lie 



most out of Dili's 

advertisers ? 




Radio's promotion arm will tailor-make 
presentations, offer ideas and /or copy help 

■ — -if there's radio billing in the offing 

25 JANUARY 1954 



by Alfred J. Jaffe 

Youve got a 
print-happy client. You feel your 
client needs radio and you've got a 
problem of prying open his mind. 

Maybe you have a few questions in 
your o\mi mind. Maybe you d like to 
see what other advertisers making the 
same product have done v\ith radio. 
Maybe you haven't got the resource- 
or time to make a full-scale presenta- 
tion. Maybe you've got a radio mail 
order campaign in mind and aren't 
sure how to ^tart the thing off. 

To get the answers a few years ago 
you'd have had to go to network* and 
stations. who might have spent more 
time boosting themselves than the\ 
would on radio's basic storv. 

Today, you've got an over-all radio 
ally, the Broadcast Advertising Bu- 
reau. It's been of substantial help to 
a lot of agencies fas well as adver- 
tisers) . 

Take the Fisk Tire Division of the 
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I'.S. Rubber Co. For the first time 
in its hi»tor\, Fisk will make radio an 
appreciable part of its advertising cam- 
paign. FHiot Detwciler. divisional 
advertising manager, announced two 
weeks ago a radio campaign was de- 
cided upon after a detailed study of 
ladio vuth H VB. 

B\B attacked Fisk.* problem froin 
man\ angles. It made presentations 
on the tire replacement market (spe- 
cific) as well a- auto listening (gen- 
eral!. It came up with a useful suc- 
cess stor\ (specific) as well as the 
comparative cost of radio and news- 
papers (general), not to mention a 
three-point copy formula (specific). 

Naturalh. the extent of BAB's help 
depends a lot on the radio billings 
potential. A lot depends, too. on what 
BAB's got in its pool of information. 
However, in the three years since BAB 



'Is rutlio too cfi <*«]*?* 
svlictlulctl for naxt issue 

Following the election of Kevin 
Sweeney to the presidency of 
BAB, SPONSOR moved up an 
article on BAB which was being 
prepared for a later issue, be- 
cause of its topical interest. The 
analytical story which evaluates 
the cost of radio and other media, 
called "Is radio too cheap?" 
which originally was planned for 
this issue, will appear 8 February 



was set up this pool (which started as 
a puddle) has been ever widening. 
And advertisers and agencies have 
been dipping into it more and more. 

All indications point to BAB s being 
even more useful in 1954. both to the 
buyer and seller of radio. Starting 
late in radio's life. BAB, though a full- 



scale am promotion arm now. is graw- 
ing with the zestful energy of youth. 
Here are some facts which delineate 
this growth : 

L A 12' ( budget increase is in the 
works. BAB's budget for this fiscal 
\ear ( ending 30 March 19541 is $670,- 
000. A ST50 ; 000 budget will in all 
likelihood be okayed by the board of 
directors for the next fiscal year. BAB 
started out with a $168,000 budget, 
ended up spending $313,000 during 
its first \ear. 

2* Subject tx> board approval of 
the exact number, plans are being 
made to increase the sales force, the 
men who do BAB's footwork— as dis- 
tinct from the inside promotion men 
who gather data and think up the most 
convincing ways of presenting it. BAB 
now has three sales missionaries, two 
of whom were taken on in 1953. It is 



In addition to direct presentations to agencies, clients BAB has full 
roster of promotional activities including: tradepaper ads like one be- 



low; research reports, such as auto radio listening study. Promotional 
activities are separated to cover both national, retail advertisers 



listen 



ers on Wnee l 
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Want to get 



really close to her 



K 




an average of 1.68 peopl 
ride in each automobile in use 



/*■ htm rrn per jjj -*»r»A U 
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possible there iriay be as many as seven 
by next year. A year and a half ago 
BAB was making 100 presentations a 
month to agencies and advertisers. 
This figure has hcen quadrupled. 

3, On 1 April 1952, when BAB cele- 
brated its first anniversary and knew 
it was in business to stay, there were 
544 stations plus the four networks as 
members. At the end of 1953 the 
station figure had jumped to 835. the 
four nets are still in, of course, and 11 
station reps are now r members. 

BAB starts off the new year primed 
with a new president, Kevin Sweeney, 
formerly vice president and later ex- 
ecutive vice president. He replaces 
William B. Ryan, BAB's first president, 
who resigned effective 1 January. In 
another executive realignment, R. 
David Kimble, former director of na- 
tional promotion was made director of 
local promotion, taking over from 
Jack Hardesty, now Eastern sales man- 
ager of Westinghouse Radio Stations. 

The appointment of a new national 
promotion director (which was immi- 
nent at sponsor's press time) will 
mark the beginning of intensified pro- 
motional pressure on the national ad- 
vertising side of the business. Na- 
tional and local promotion will be com- 
pletely separated. BAB's mailing piece, 
Radio Salesman, will be split into two 
separate parts with one part angled to 
the local salesman and the other to the 
national salesman. BAB's sales tools 
will be aimed more precisely, too. In 
the past some national promotion aids 
were actually local promotion material 
also applicable to national advertising. 

Other appointments on the executive 
level are being considered. It is not 
certain whether a new vice president, 
as such, will be named. Sweeney and 
the BAB board are seeking to create 
jobs, rather than fill them. For one 
thing, with BAB's activity increasing 
the work load has to be spread. For 
another, BAB wants good men. Once 
they're gotten, the problem of a title 
can be quickly settled. For example: 
BAB is looking for a man who will 
head up the sales force but will he more 
than just a sales manager. He must 
be basically a promotion man, able to 
create ideas and' whip them into pre- 
sentations with punch in them. Right 
now this is the only other job that is 
definitely looking for a man. 

All this expansion means more ser- 
vice to the advertiser and agency. He»re. 
(Please turn to page 118) 




Kevin Sweeney is new BAR president 

The new president of radio's promotion arm, 37-year-old Kevin 
Sweeney, once worked for a — pardon the expression — newspaper. 
He even put in a couple of years with a tv station. But most of 
his career has been spent preaching the gospel of radio. 

It should bo pointed out that the newspaper was the daily paper 
put out by the University of Southern California, Sweeney's alma 
mater. He was business manager during his senior year and sold 
$17,000 worth of ads. Which proves that Sweeney can sell what 
he puts his mind to. 

When Sweeney was graduated from U.S.C. in 1938, he an- 
nounced open-mindedly that he was available for either news- 
paper or radio work. It was radio's good fortune that K\X in 
Los Angeles bent an ear his way. Donald W. Thornburgh. now 
president of WCAU, Philadelphia, took on the young and en- 
thusiastic Sweeney as a promotion writer. 

In 1942 he went over to the Blue Network, and from there went 
into service for two years. 

After shedding his uniform, Sweeney went to work for Fletcher 
Wvlie Productions, a vast nexus of business operations, one of 
which was the Housewives' Protective League programs (later 
sold to CBS). Sweeney took the HPL operation, which was then 
in three markets and expanded it to eight, primarily by using the 
theon that a show, once successful, should be copied and sold 
in other markets. 

He was introduced to tv in 1948, when he became general sales 
manager of KFI and KFI-TV. Shortly after the tv station was sold, 
to Don Lee in 1951. Sweeney joined BAB as director of promo* 
tion and sales. He was named vice president three weeks later. 

Sweeney at BAB has shown a tremendous capacity for work 
and an insatiable desire to get around the country to talk to both 
buyers and sellers of radio. Here's a recent itinerary: Monday. 
Chicago: Tuesdav, Tulsa; Wednesday, Baltimore: Thursday, San 
Francisco; Friday, Seattle; Monday. Los Angeles, etc. 

The peripatetic Sweeney has another reason to travel. His wife 
and three children (they range from two to eight) live 3.000 miles 
from 270 Park Ave. — in Los Angeles. * ★ ★ 
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Radio set sales lead tv by i% 




markets 



/Viiil ? S# radio sel sales wore 
up 38.5% compared with '52 



M 11 lieuvily saturated U.S. television markets radios are 
being bought in numbers which will surprise many. A 
study released this week by the sales promotion depart- 
ment of CBS Radio Spot Sales shows that for the first 
39 weeks of 1953 in 15 major U.S. markets: 

• 69.4% more radios were sold to dealers than tv sets. 

• 38.5'e more radios were sold to dealers than in the 
first 39 weeks of 1952. 

• Increases for some of the markets were high enough 
to be termed astounding; Chicago radio sets sales jumped 
90.4% in '53 over '52; New York was up 45.5%. 

The figures are this high despite the fact that they 
do not include car radios, would be much higher if auto 
radios were counted. Reason for the omission: It is 
difficult to isolate car radio sales by markets whereas 
county-by-county sale of other sets to dealers is recorded 
by RETMA (Uadio-Eleclronics-Television Manufactur- 



ers Assoc.). Set figures in chart below are for home 
counties of market area; they are through 39 weeks of 
year only because full year county figures were still being 
compiled by RETMA. 

Total year production figures for the whole U.S. 
showed 13 million radios produced compared with 7,250,- 
000 tv. Of the 13 million radios, five million were in ears. 

The 15 markets selected for the study include 22% of 
U.S. families and 25.5' < of U.S. elTecti\e buying income 
(Sales Management, '53). CBS Radio Spot Sales chose 
these markets because it wanted to find out whether con- 
sumer interest in buying radio sets is keen in big-city 
areas most of which have long been exposed to tv. 

Said Spot Sales Promotion Manager Sherril Taylor* 
"Since consumers are spending good money to buy sets, 
and doing so in increasing numbers, it's plain that they 
actively want to listen." * * * 



ratlio sales up in 14 of 15 major mmrUeia, more radios were .sold Hum tv 



15 major markets (home counties)' 

Xi'W York City .. . 

Chicago ...... . 

Los \nm-lcs ...... 

IMiilatfclnliin ..... 

Detroit .......... 

Itomou 

San Francisco . . . . . 



1952 



RADIO 

■ 953^ 



TELEVISION 



296,203 



431,106 



147,468 
127,675 



111,169 



I 



Fill.sliurKii ........ 

Si. Louis , 

Cleveland ......... 

Washington. Ik. C. 

Itnlliiuoro . . 

II i ii w>a pol is-S I . I»n ill 
Ituffnlo ........... 

< in cin ii. -II i „ , 



79,418 126,646 

51,630 , 69,464 

39,912 54,946 

44,485 61,818 



53,504 

60,787 

48,637 

47,428 

28,150 
39,920 

32,910 



'»'<*** it.'.",, 

■Markrtu lufcl In -iml'T i4 nuinhr- of famlll.* In innrnimlltan area ■ Salr» Mantiirimnl. 




".'o mor» radios 
than tv sold 
On 1953 only) 

+ 10«).G% 



- ia.o 



J-!J>.7% 

4 39.6% 
4 56.7% 
+76.9% 
+82.3% 
+75.5% 
+43.6% 
+54..>% 
+51.9% 
47.7% 

.>«.«% 

-4.1% 

-38.0% 
+60.:$% 



?pl . "uni i< Iiihiic rtninllcs ihiI\ s,-t flxurrt (rrnn ItKTM.V. (lrsl 31> wcrks Ti2. '53 
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a iises spot 
radio to make mom 
ook a hot breakfast 



Spending 8200,000 via 110 stations, 
brand seeks to combat cold cereal inroads 



Wheatena wants to reach family at breakfast, likes early morning newscast. At left, 
cast of "Hilda Hope, M.D.," one of Wheatena's network radio shows during the '30'$ 



heatena is caught in a sociologi- 
cal squeeze play. 

Like a lot of other cereal manufac- 
turers, the brand finds itself selling 
to a far different market from that of a 
generation ago. 

As a hot cereal. Wheatena is faced 
with the distressing fact that over the 
past several decades cold cereals have 
caught on in a big way. And people 
every year seem to be in more of a 
hurry at breakfast time. 

To combat the trend away from hot 
cereals. Wheatena has completely 
changed its radio advertising approach. 

In pre-war years Wheatena beamed 
at children. Now it's after adults. 

It used to buy late-afternoon or 
evening network time. A T ow it buys 
early-morning (and sometimes after- 
noon.) time on a spot basis. Spot 
radio is the company's major medium 
for the 1953-'54 season for the second 
year in a row. SPONSOR estimates that 
the radio budget is about $200,000 for 
news programs in more than 100 mar- 
kets. This is believed to be an increase 
'Over last year; it's also a pretty good 
sign that Wheatena is pleased with spot 
radio. Its past advertising record 
shows many types of campaigns were 
dropped after 26 or 39 weeks. The 



fact it has gone back to spot radio this 
year — and more heavily than last — - 
seems to indicate that Wheatena has 
experienced cash register results. 

In using spot radio, Wheatena can 
reach adults across the nation as the;, 
crawl sleepily from bed or while 
they're eating their inadequate break- 
fast. Wheatena wants to make the 
listener hungry for a hot breakfast— 
and hungry for Wheatena. It wants 
to reach him — and especially her — at 
the right moment to sell a breakfast 
food. 

The copy stresses health, is colorful, 
appetite stirring. More than that, 
it's also helpful. It explains ways to 
serve Wheatena and how to make 
breakfasts more attractive. 

As far as Wheatena is concerned. 
1947 breakfasts were a lot more at- 
tractive than 1952 breakfasts. In '47 
hot cereal sales totaled $70 million. 
By '52 they had dropped to $62 mil- 
lion, according to Food Topics. 

Cold cereal sales, on the other hand, 
went up from $161 million in '47 to 
$218 million in 1952. Food Topics 
figures show r . 

Here's the way Wheatena's air copy 
seeks to counteract this trend. It > 
copy well worth study by any adver- 



tiser — whether he's in the hot cereal 
or the nuts and bolts field — who has 
the problem of restimulating interest 
in his type of product. 

"A lot of people do something 
very odd every morning. They ve 
just gone 12 or 13 hours between 
meals and they think a nibble of 
toast and a gulp of coffee is going 
to hold them four or five hours to 
lunch. Hut. of course, a skimpy 
breakfast won't hold you until 
lunch. It just leaves you feeling 
tired and cranky. Now there's 
no u<e lecturing your family if 
they eat skimpy breakfasts and 
suffer these symptoms. You ve 
got to make "em irant the good 
breakfast they need! Tempt them! 
Tempt them with Wheatena. the 
golden brown cereal roasted and 
toasted from choice wheat kernels. 
If they haven't got an appetite in 
the morning, the different, deli- 
cious, nut-like flavor of Wheatena 
will give them an appetite. And 

{Please turn to page 123) 
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i POSTCARD 
LIKE THIS » • • 




& THE PROCTER & GAMBLE COMPANY 




<• » « GOT QUICK 
REPLY FROM P&G 



**re. F. David 
^99 Henry H U d son Pkwy. 
Rlverdale, New York. 

Dear Mre. David: 

are very pleased to h»»ar from you concerning 
"Beulah" program and to learn that you 
enjoy this. Comments such as youre always 
opan a great deal to MB. 

It wee certainly v.lnd of you to take the time to 
write ue, Mrs. David. We hope you will oontlnue 
to tune In and enjoy "Beulah". 

Sincerely J 

O — ^ d S C^JUL 

Winifred 3. Carter 5 

• • • but these 10 major advertisers never answered in 
informal SPONSOR test of the way clients handle audience mail 



SHOW AND SPONSOR 


MESSAGE ON POSTCARD 


DATE MAILED 


"Four Stnr Plnxhousf" Sing- 
er Selling Mnchine 


"Liked show. Do you hate 
booklet on your machines?" 


16 Julv '53 


"Blind Date." Toni and llnzel 
Bishop (this summer) 


"We met on a blind date; we 
never miss your show." 


8 Sept. '53 


"Super Circus" Kellogg corn 
j lakes 


"You hare a fine show. We'd 
appreciate jour tickets." 


20 Oct. '53 


"Hal/marl: llnll oj Fnme," 
Hall firos. greeting cards 


"We enjoy the show. Mny we 
hare severnl tickets?" 


20 Oct. '53 


"Dn'e frith Judy," Americnn 
Chicle Co. (this summer) 


"Swell show. If ho plnvs the 
part of the girl Judy?" 


9 Sept. '53- 


"My Little Mnrgie." Philip 
Morris (this summer) 


"We truly nppreciate this 
shotc's fine entertainment." 


16 July "53 


"Bride nnd Groom.'' Genernl 
Mills and Tout tdifj. dnys) 


"If e'd like to get married on 
your program soon." 


20 Oct. '53 


■'1 tennis Dny." RCA (they 
suggested neuers write in) 


IT e sent phone number jor , 
qui: show wns conducting." 


22 Oct. '53 


"Big Town," liner's Shndou- 
[Tare and Pepsodent brands 


"We apprecinte seeing this 
fine progrnm eterv week." 


16 July '53 


"This Is Your Life." Hazel 
Bishop lipstick and makeup 


"You nre to be complimented 
lor a fine jirogrnm." 


9 Sept. '53 


"Nt> ai-knowlolcmcnt ua« iiromltrtj or Implied by u>c proenm. 





What happei 

Postcards to 25 spoiisore 

by Miles David 



£ here is nothing am one in the radio 
and television business is less likely to 
do than write a fan letter to a program. 
But for the past six months a SPONSOR 
reporter and his wife have been busily 
watching shows and sending off rave 
notes on two-penny postcards. 

The purpose was to get a rough idea 
of how advertisers are handling their 
program mail these days. Notice the 
word rough. This project is not meant 
to "bust the town wide open," as they 
say on television. It is not a carefully 
scientific cross-section based on calcu- 
lus, sociology and atomic physics. It's 
merely an informal way of finding out 
what happens when a viewer sits down 
and expresses his appreciation for tele- 
vision entertainment. 

The answer seems to be that nothing 
much happens. Only six out of 25 
sponsored network programs we wrote 
to replied. Significantly or insignifi- 
cantly (take your choice) the most 
effective and public relations-minded 
reply came from Procter & Gamble, 
biggest client in radio and television 
(see cut at left). 

Postcards, which make up a good 
portion of network mail, were used for 
convenience. And to make sure the 
cards got normal treatment it goes 
without saying that the messages were 
kept free of any indication that the 
writer had any connection with radio 
or television. 

To avoid giving mail handlers the 
impression this was some kind of a 
claque for tv shows, only a few cards 
were sent out at a time. And our card 
writing extended over four months, 
starting in July and ending in Octo- 
ber. There was no significant variation 
in number of replies as between sum? 
mer and fall months. 

Mostly people just didn't answer. 

We wrote to the Singer Sewing Ma- 
chine Co. program Four Star Play- 
house, for example, praising the show 
and saying that wed like to receive 
some literature on their sewing ma- 
chines. Nothing. 

We wrote to the American Chicle 
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(hen p write to the sponsor 

mm drew replies from only six. But two out of two sustaiiiers answered 



Co.'s summer show, Date With Judy, 
saying we enjoyed it and asking who 
played the part of Judy. No reply. 

We fibbed to Blind Date (sponsored 
alternately during the summer by Toni 
jnd Hazel Bishop), stating that we had 
met' on a blind date and never missed 
their show. No reply. 

We stretched the truth again and 
asked Bjride and Groom (sponsored on 
different days by General Mills and 
Toni) how we could make arrange- 
ments to be married on their program. 
Nothing. 

We sent raves to My Little Margie 
and Racket Squad (both on this sum- 
mer for Philip Morris) and got no 
reply. 

We tried Lever Bros.' Big Totvn with 
another rave and got no reply. 

By way of contrast Procter & Gamble 
answered our two-sentence postcard 
about Beulah with a letter typed on 
company stationery and signed by 
someone from the public relations de- 
partment. Our postcard was dated 8 
September and mailed 9 September to 
the station which carried the show 
(WABC-TV). It could have arrived 
in Cincinnati no sooner than a week 
later, on say 16 September — or per- 
haps even a week later than that. (We 
haven't checked.) Yet the reply was 
dated 29 September, only 20 days after 
our card went in the mail. 

Actually Procter & Gamble was in 
process of dropping the show at the 
time the notes were exchanged. Yet it 
considered a courteous response to a 
consumer worth the expense. 

Another public relations-minded re- 
ply came from Captain Video. We 
wrote our praises to the Captain, simu- 
lating a child's handwriting and giving 
the name and address of a 10-year-old 
of our acquaintance. The card went 
out on 9 September and the youngster 
was agreeably surprised to receive an 
autographed picture three weeks later. 

We wrote to Howdy Doody asking 
for tickets and had a reply two weeks 
later asking us to wait patiently until 
tickets weTe available. 



We wrote to WCBS-TV for tickets 
to Colgate's Strike It Rich on 20 Oc- 
tober. Back from Walt Kramer Pro- 
ductions came the tickets three days 
later. (We gave them to neighhors. 
You didn't waste your postage. Walt. I 

We wrote for tickets to Geritol's Ju- 
venile Jury on the same day and had 
tickets back from Barry, En right & 
Friendly in 10 days. 

Neither of the two packagers en- 
closed a covering note or form. 

The one form letter we received was 
from Omnibus, Our postcard praised 
the show and its commercials, went out 
21 Octoher. The note was in our hands 
three days later. It was a cleanly mim- 
eographed form with name typed in. 

Two out of two cards we dispatched 
to unsponsored network television 
shows were answered quickly. We 
wrote to CBS' Man of the Week on 8 
September and had a typed and signed 
letter in reply from CBS Producer Wil- 
liam R. Workman back three days lat- 
er. We wrote to NBC inquiring about 



the name of a composition played on 
the Recital Hall on 8 September. We 
had the correct answer in the form of 
a letter a week later. 

So carried away were we b\ all the 
card writing that we ended up calling 
for one of those gadgets y ou see dem- 
onstrated on tv by pitchmen. In re- 
sponse to a WATV. Newark, pitch over 
a feature movie show we rushed to the 
phone and ordered an all-purpose tool 
said to (1) cut glass and (2) sharpen 
scissors, knives and cutlery of every 
kind. There was little waiting to make 
the phone call and the girl who took 
the order operated efficiently and in a 
minimum of time. We phoned on 1 Oc- 
tober, got our all-purpose tool 9 Oc- 
tober. 

The tool is advertised at $1.98 plus 
C.O.i). charges which brings the ac- 
tual cost to 32.37. It arrived from 
Video Mart, Inc.. in good condition 
and we have been meaning to try it 
out ever since. 

[Please turn to page 125 1 



IMG IIVLL.S \ It i: \ VII Mll.V IMIIIV to opinions of audience. Many 

clients make "box score" on mail reactions. Letters below went to Canadian town after Jack 
Berch plea on NBC in '50. Even without emotional appeal many shows pull mail steadily 
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In Pari I ft of SPONSOR'S All-Media Study research chief of Blair rep firm si 




Author of this report is Ward Dorrell, former 
Hooper v. p. who is now research director of 
John Blair & Co., and Blair TV Inc., Station reps 



by \\ ard Dorroll 

00 ne of my first thoughts when asked 
to prepare this article for sponsor was 
to tell about the tv salesman who real- 
ly knew how to use rating* to work 
both sides of the street. 

When he was asked by an agency 
client to replace a low-rated tv spot, 
he readily complied. Then, he went to 
see another agency who subscribed to 
a different rating service. He offered 
this agency the spot which he had just 
cancelled out. 

The second client quickly grabbed it. 
His television audience service showed 
it bad a very high rating! 



I 



If you think this story is exagger- 
ated, just ask any tv salesman. He'll 
tell \ou it's a common practice. 

We at Blair are especially aware of 
the wide variation between rating ser- 
vices, for the stations we represent sub- 
scribe to practical!) every service. We 
therefore have an opportunity to com- 
pare and observe services not afforded 
to most organizations which generally 
get only one or two sen ices. 

We draw up almost continuous com- 
parative charts on the various services. 
The purpose of these charts is to keep 
our management and sales forces well 



.... i" 



J L./l. it* ratings figures vnry widely. 2 Columbus tv sets-ln-use. too. van't (4^ 
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researchers can he as far apart as 200% in local ratings 



informed on trends and to show the 
great variation in the findings of the 
different services. Some of these charts 
are reproduced below. 

We have always tried to minimize 
the use of television and radio ratings 
as the sole means of determining ei- 
ther the effectiveness of radio and tv 
as media or the effectiveness of a sin- 
gle station or program against another. 

We feel ratings should be used as 
they were originally intended: as a 
guide and estimate of the total audi- 
ence size and its distribution among 
' the vaiwus stations. 



In our opinion, it will be a long time 
before this rating controversy will be 
resolved. In fact, it may never be re- 
solved -short of a Divine Kevelation. 
How wonderful it would be if the heav- 
ens could open up and a sets-in-use 
figure appear therein for television and 
radio as the Lord's Truth, against 
which the various rating services could 
be compared! 

While 1 have great respect for the 
divine powers, I do not anticipate such 
an evangelical disclosure in the near 
future. In the meantime, we will have 
to fight along present lines. We will 
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probably ha\e to live with ratings of 
various kinds for a long time to come. 
Therefore, we should tr\ to learn to 
use tlreni a* intelligent!) as possible. 

Our company has taken active part 
in the controversy which has de\ eloped 
around ratings. Two years ago, we 
produced our critical analysis of the 
telephone coincidental service in the 
{{'lease turn to page 118) 



I'UTl'KI] ISSLi;: "How to set up an 
ideal Media sales test." Part 17 of SPON- 
SOR'S All-Media Study. Issue date later. En- 
tire series will be reprinted in book form. 



Columbus tv ratings often differ like this 



1. 



R/\TlXfiS: KTTV, Los Angeles chart shows how three diary services, one 
roster recall service reported the ratings last month of an independent tv out- 
let in a seven-station market. In some cases, such as at the 12:15 p.m. and 5:45 
p.m. periods, differences of over 200% exist. Since these slots on KTTV are filled 
by "Sheriff JoK."," a kid's show, Dorrell feels that differences may be due to 
fact that children fill out diaries with enthusiasm for their favorite shows 



2. 



Ill 




SETS-IX-USE: Columbus, Ohio sets-in-use figures vary widely between 
services. Here, chart shows the sets-in-use calculations of three research firms — 
ARB, TelePulse, Hooper — in a three-station city during April 1953. Figures are 
reasonably close only during the early morning (7:00 to 9:00 a.m.), early 
evening (6:30 to 7:30 p.m.) and late at night (after 10:30 p.m.). During the 
mid-morning, mid-afternoon and prime evening periods they are often way off 




3. 



10',30/s.fvi* 



I 



12I30 PM, 



KATIXdS: Just as sets-in-use figures for the WBNS-TV, Columbus market 
vary between researchers so do ratings. ARB, for example, gave the sta- 
tion a Monday-through-Friday daytime average of 14.5 -at 10:30 a.m., while 
Hooper rates it at around 3.0. At 12:30 p.m., two hours later, ARB gave 
WBNS-TV an average of around 4.5 while Hooper showed a figure of nearly 7.5. 
And so it goes. Chart demonstrates why ratings shouldn't be over-emphasiied 
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AUTOMOBILES 



KTTV, Los Angeles 



PROGRAM: Evening movies 



NAIL ENAMEL 



SPONSOR: Vikki Nail Enamel AGENCY: Michael Lippert 

CAPSULE CASE HISTORY: Vikki Nail Enamel's tele- 
vision program, backed up by heavy merchandising, 
resulted in almost a 10^ over-all sales increase for the 
company. It telecasts Vikki Varieties Saturdays from 
5:00 to 5:30 p.m. over IFF IX. To tie in icith the show, 
it set up a contest, announced that entry blanks would 
be available at Xew York-area drug stores. Five thousand 
druggists put up window displays for the event; Vikki 
sales jumped 9.7^- Weekly cost of the show is $800 
for talent and production, $150 for time. 

WPIX, Xew York PROGR AM t Vikki Varieties 



PLANT FOOD 



WSBA-TV. York, Pa. 



PROGRAM: Improve Your Garden 



SPONSOR: Worthington Motor-, AGENCY: A. J. Victor Co. 

CAPS I LK L\SE HISTORY: On 25 November 1953 

Worthington Motors sponsored its first Wednesday night 
10:00-1 1 :()() p.m. movie over KTTV, Los Angeles. Two 
days later, it sponsored a Friday evening movie, 7:30- 
8:30 p.m., on the same station. By the next day Worth- 
ington Motors had sold 83 automobiles us a direct result 
of tv advertising. Cost of the two programs was $2,200. 
Sales: over $200,000. "These KTTV shows have been our 
most successful advertising effort to date" says Cal 
Worthington, owner of the auto firm. 




SPONSOR: RX 15 AGENCY: Huber Iloge 

CAPSULE CA.sE HISTORY: Dollar for dollar television 
outpulled newspapers six to one for this manufacturer of 
plant food. The firm placed advertising for the Bon Ton 
Department Store, distributor for the product, in two 
York, Fa., neuspapers and over WSBA-TV . The tv ad- 
vertising consisted of one lominute film, Improve Your 
Garden, at a total cost of $100. The newspaper advertise- 
ments cost the sponsor $609.28. /.,. B. Melhorn, manager 
of Bon Ton's housewares department, reports that tele- 
vision accounted for almost 50' < of total sales. 



SUPER MARKET 



AGENCY: Direct 



SPONSOR: Save-Way Market 

CAPS! LE CASE HISTORY: To test the pull of tv adver- 
tising Save-Way Market in Phoenix scheduled two par- 
ticipations in Movie Matinee ( KF/IO-TV) offering sur- 
prise gift packages. All slioppers had to do to get the 
gifts was to say, "I saw it on Channel 5." Response to 
the first announcement was so overwhelming that the 
store's owner had to revise the second announcement, 
leaving out the offer, lie had given away almost 500 
packages within a few hours after the first offer utu 
made. The two participations cost a total of $60. 

KPHO-TV, Phoenix. PROGRAM: Movie Matinee 



LIGHTING 



SPONSOR: Sylvania Electric Products AGENCY: Cecil t 

Presbrej 

CAPSl'LE CASE HISTORY : The superintendent of school 
in Manitou, Colo., was one of thousands of vietvers watch- 
ing Beat the Clock over the CBS TV network recend- 
(Saturdays, 7:30-8:00 p.m.). lie was tuned to KKTV \ 
Colorado Springs. During the commercial, he heard tfu 
announcer say. "A light expert is as near as your tele 
phone." On the following Monday the superintenden 
contacted the local Sylvania representative by phone, gar i 
him an order for $10,000. 



KKTV, Colorado Springs 



PROGRAM: Beat the Cloc 



TOOLS 



SPONSOR: Grant Tool AGENCY: Rain 

CAPSULE CASE HISTORY: This manufacturer of too 
sponsored a single 10-niinute film 26 September ov< 
WMIN-TV at a total cost of $278. The film featured i 
assortment of tools suitable for use in home workshop 
As a result of its television sponsorship Crant recehi 
622 orders at $1.98 each, or a total of $1,231. The coi 
pany reports this result "far exceeded" its expect atioi 

WMJM-TV, St. Paul-Minneapolis PROGRAM: 10-minute fi 



FURNITURE 



AGENCY J DM 



SPONSOR: Rekins Furniture Store 

CAPSULE CASE HISTORY: Fast December, Bekins Fi 
niture Store showed the folloiring 11 items over the hi 
Go Christmas Shopping show on KVTV : a sofa, chair f 
chair, two step tables, coffee table, rug, two lamps id 
two pictures. Immediately after the show, a Sioux C~> 
woman phoned the store to say, "Please send me onoj 
each. I'll take the whole bundle of furnishings u 
showed on KJ'TV a few minutes ago. ' 



KVTV, Sioux City 



PROGAM: Let's Go Christ^ 
Shopping 




NBC 

TV Affiliate 



Viewers throughout the large, rich WDEL-TV 
market — Delaware, parts of Pennsylvania, New 
Jersey and Maryland— look to CHANNEL 12 
for up-to-the-minute local, regional and national 
news. In addition to NBC network news, this 
loyal, growing, buying audience sees local on- 
the-spot news stories filmed by WDEL-TV's 
camera crews and processed in the station's 



modern laboratories. Because they look, they 
buy. Every year this audience spends: 
$1,051,410,000 on retail items 
263,997,000 on food 
54,272,000 on general merchandise 
29,268,000 on drug items 

Reach them, sell them— profitably, economically 
—on WDEL-TV, CHANNEL 12. 



Represented by 



MEEKER 



New York Chicago Los Angeles San Francisco 




25 JANUARY 1954 



37 



Are you getting the most 

out of this SPONSOR feature? 

On this page, in ever) issue of si>o\soi;, you will find 
a Iwruh. up-to-date listing of new tv station grants 
[see he/on ). Included is the name of the cornprtn) 
receiving the c.p., the technical facilities granted 
and other appropriate facts. 

Ileneath the compilation of those who hare received neu 
c.p.'s is another important listing — all the stations 
which hare gone on the air with commercial programing 



during the two weeks preceding each issue of SPONSOR, 
Like the group of c.p.'s, the "new stations on air" 
department includes all the basic facts about the station 
a timebuyer it ants to know: Its channel, power, 
network affiliation, number of stations in its market,, 
set count (if one has been made by presstime) , the' 
name of its general manager and the station's 
national advertising representative. 
The box score, at the bottom of the page, is a succinct 
summary of television's status in the Lnited States 
today. Information includes the total number of stations 
on the air and the number of V, S. tv homes,. 




CITY L STATE 



ALEXANDRIA, LA. 

CORPUS CHRISTI, TEX. 
ERIE, PA. 



I. \c»it? construction permits 



CALL CHANNEL 
LFTTERS I NO 



OATE OF 
GRANT 



ON-AIR 
TARGET 



POWER (KW)' 



VISUAL | AURAL 



STATIONS 
ON AIR 



SETS IN 
MARKETt 
(000) 



PERMITEE 4 MANAGER 



KALB-TV 5 


30 


Dec. 


29 


16 


22 


6 


Jan. 


21 


1 1 


66 


31 


Dec. 


7 


4 



NFA 

NFA, 
208 vhf 



A'riandr'i Bcstg. Co. 
Walter H. Alien, pre*. 
Wlllard L. Cobb. gen. 
mgr. 

Coastal Bend Tv Co. 

Commodore Perry Besto 

Serviee. Ine. 
Dr. Perry D. Cook. pres. 



RAOliO 
REPI 



Weed 



11. Vcio .stations on air* 





CALL 
LETTERS 


CHANNEL 
NO. 


0N< AIR 
OATE 


POWER 


rKW)** 


NET 
AFFILIATION 


STNS. 
ON AIR 


SETS IN 






CITV & STATE 


1 VISUAL 


AURAL 


MARKFTt 
• 000) 


jpERMlTEE 4 MANAGER ^ 


RE> 


CHARLOTTE, N. C. 


WAYS-TV 


36 


10 Jan. 


24 


12 


ABC 


2 


274 vhf 


WAYS. TV. Ine. 
G. W. Do*dy. pres. 
James P. Poiton. gen,, 
mgr. 


Boiling 


GREENVILLE, S. C. 


WFBC-TV 


4 


1 Jan. 


100 


50 


NBC 


.2 


NFA 


Carolina Tv. Inc. 
Alestcr G. Furman Jr., 
pres. 


"Weed T,» 


PENSACOLA, FLA. 


WEAR-TV 


3 


14 Jan. 


10 


5 


CBS 


a 


NFA 


Gulfpo't Bcstg. Co. 
Mel Wheeler, pits ana 
gen. mgr. 


Hollingber 



Since 29 June 1953. the following tele- 
vision stations lia\e l>een "ranted as*i"n- 
inent of their construction permits or 
licence?, or ha\e been granted transfer of 
control, to neu parties During the last 
half of 1953 seven stations were sold. 
Two others, sold this month. aUo are in- 
cluded in the listing. 



Iff. \ddenda to previous listings 

CLEVELAND, Ohio, WXEL, from Empire Coil Co. 
to Storer Bcstg. Co. (Note: At SPONSOR 
presstime, transfer had not yet been approved 
by FCC.) 

DES MOINES, Iowa, WHO-TV, from Central Bcstg. 
Co. to WHO-TV. 

HANNIBAL, Mo., KHQA-TV, from Courier Post 
Publishing Co. to Lee Bcstg., Inc. 

KANSAS CITY, Mo., KCTY, from Empire Coil Co, 

to Allen B. Du Mont Labs., Inc. 
LINCOLN, Neb., KOLN-TV, from Cornhusker Radio 



& Television Corp. to Fetier Bcstg. Co. 

LITTLE ROCK, Ark., KRTV, from Little Rock Tel 
casters, Inc., to Rowley-Brown Bcstg. Co. 

LOS ANGELES, Cal.. KLAC-TV, from Dorqt 

Schiff to Copley Press, Inc. 
PORTLAND, Ore.. KPTV, from Empire Coil Co. 

Storer Bcstg. Co. (Note: At SPONSOR pre' 

time, transfer had not yet been approved 

FCC.) 

SPOKANE, Wash.. KXLY-TV, from KXLY-TV 
Northern Pacific Television Corp. 



— BOX SCORE 

Tnml I'.S. stations on air, \o. of post-freeze c.p.'s grant- No. tv homes in U.S. (1 

inil. Honolulu and Alaska (15 ed {excluding 28 educational Jan. '54) ... 27.i>00,00@§ 

Jan. '51) .'t.T.I grants: 15 Jan. "54) -iUli I'errenl of all U.S. homes 

t\'o. of markets covered 'I'll So. of grantees on air 2-17 with Iv sets (1 Jan. '54) jf*0 % § 



Mtoth new c n 's and stations Koine on the air lifted here arc those which occurred hetween 
I .Inn anil l"i Jan <>r oft whiiti Informal Inn could he oht.ilnril In (lint period Stations ate 
considered to bo on the air when commercial operation starts. "Power o[ rp.'i Is that recorded 
In ret' applications nnd n'nendnu-nt* of Individual i: antics t Infortnitl Ion on the numher of sels 
In markets where- ruit designated a* h-lnit from NIK" Ilccarrh. consist', of climates from the 
stations or rciis and mud he doemrd approximate. Jputu froin N1IC ItrscaiTh and Planning 



Percentages on hemes with sets and homes In it corerage areas are considered approximate. ? 
most cases, the rcpresenlatlre of a radio station which is eranted a c.p. also represents the * 
tr operation since at presstime it is generally too early to confirm it representations of 4 
Erantees. SPONSOR lists the reps of the radio stations in this column (when a radio nation 1 
been siren the it grant). NKA No figures arallable at presstime on sell In mat*. 
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One average dollar invested in NBC daytime television delivers 621 advertising impres- 
sions. The same dollar invested in the average nighttime television show makes only 
303 advertising impressions— less than half as many. Clear as daylight itself is the 
fact that Daytime Dollars Buy More . . .when they're placed on NBC TELEVISION 

a service of Radio Corporation of America 

1 

fijUKCfs A. G. Nielsen Co. Jan.-April "53. PIB Gross Time Cost Jan.-April "53. Variety Talent Est Nov. '52 

I 
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Chart covers half-hour syndicated film pro 



Rink Put* 
m&e rink 


Top 10 shows in 10 or more marketi 
Period: 7-7 December J 953 

TITLE. 8YN0ICAT0R. PROOUCER, SHOW TYPE 


Averaga 
rating 


7. station 

MARKETS 


4-oTATlUM MARKETS 




N.Y. L.A. 


BMton Chi. Mpls. St. L. Wuh. 


Atlanta Bait. Buffalo Cine. CI 


i 


r 


#■*« rorife Start/, Ziv (D) 


2.1.0 

22 * 


7.8 7 0.2 

unbt kttv 
1 0:30pm S:00um 


19.8 8.2 23.3 48.0 15.4 

wnac-tv wbbm-tv wceotv kid tv wtoptv 
10:30pm 2:00pm 9:00pm 9:30pm 10:30pn 


72.8 79.5 J 

waga-tv wkrctv « 
7 00pm 9:30pm "10 


> 


a 


f Ted Three Mws, Ziv (D) 


70.7 4.9 

wnbt kwa-tv 
10:30pm 7 :01pm 


76.0 

wnac-tv 
7 00pm 


7.8 52.0 26.5 1 

w|w-a wben-tr wlw-t w 
10:30pm 9:30pm 8:30pm 10 


1 

3 | 2 
1 


Cisco ICid, Ziv (W) 


21.9 
21.1 


70.4 9.5 

wnbt kwa-tr 
6:00pm 7:00pm 


74.5 76.6 79.5 27.5 72.8 

wnac-tv wbkb weentr ksi! tv wnbw 
6:30pm 5:00pm 5:00pm 4:30pm 6:30pm 


76.3 76.0 38.8 27.8 7 

waga-tv wbal-tv wben-tv wepo-tv » 
7:00pm 7:00pm 7:00pm 6:00pm 6, 


■I 


3 


Cify fletcefiie, MCA, Revue Prod. (D) 


3.3 7.7 

wplx knbh 
7:30pm 10:30pm 


5.8 

wlop-tv 
4 :30pm 


1 7.8 43.5 7 

wmar tv wben-tv . 
11:00pm 10:30pm 10 


."» 


I 


Foreign Intrigue, JWT, Shel. Reynolds (A) 


19.9 


78.0 75.4 

wnbt knbh 
10:30pm 10:30pm 


77.8 72.2 79.0 79.5 75.8 

wbz-tv wnbq kstp-tv ksdtv wnbw 
10:30pm 9:30pm 9:30pm 11:00pm 10:30pm 


3.0 75.0 3 

wbuf-lv wepo-tv 
8:00pm 8:30pm 10 1 


1 

1 


Boston Itlackie, Ziv (M) 


19.1 


4.4 6.0 

wabe-tv kttv 
10:00pin 8:30t>m 


7 5.4 7 3.6 

w'Bn-tv wtop-tv 
9:30pm 8;30pm 


9.8 7 3.8 74.3 

wlw-a wbal-tv wlw-t 
9:00pm 10:30pm 10:30pm 


4 


?J 


Kit Carson, MCA, Revue Prod. (W) 


19.3 


9.7 J 7.2 

wnbt keca-tv 
6:00pm 7:30pm 


75.8 27.3 

wnac-tv ksd-tv 
6 -.OOnin 4 :00pm 


75.8 7 7.3 1 

wlw-a wmar-tv 
6:00pm 6:00pm 6 1 


8 


7 


Range ftiders, CBS Film, Flying "A" (W) 


18.9 


9.7 

knxt 
7:00pm 


25.8 8.3 

wbz-tv weeo-tv 
7:00pm 5:00pm 


7 7.5 

usb-tr 

6 :00pm u"M 


» 


10 


Superman, MPTV. R. Maxwell (K) 


18.1 


72.0 72.8 

wnbt keca-tv 
6:00pm 8:30pm 


7 7.0 72.2 8.3 29.0 7.8 

wnac-tv ivbkb weeo-tv ksd-tv wmal-tv 
6:30pm 5:00pm 5:00pm 5:30pm 6:00pm 


7 7.3 7 6.0 39.0 72,2 1 

wsbtv wbal-tv wben-tv wkre-tr 1 
7:00pm 7:00pm 7:00pm 6:30pm <W 


10 


1 1 


N'ild Bill Uichok, W. Broidy (W) 


17.8 


4.2 7J.2 

wor-tv ktla 
5:30pm 6:00pm 


8.3 73.0 26.0 26.0 73.8 

wnac-tv ivbkb wceo-tv ksd-tv wtop-tv 
5:00pm 1 :30pm 5:30pm 12:00n 1:00pm 


72.3 74.0 24.3 73.8 1 

wsb-lv wbal-tv wben-tv wkre-tv fl 
5:30pm 7:00pm 1:00pm 6:30pm 


Rank Past" 
■nr rank 


Top JO shows in 4 to 9 markets 


1 


3 


Orient Express, PSI-TV, Inc. (A) 


19.3 


2.4 3.9 

vabe-tv keca-tv 
8:00pm 8:30pm 






2 




Uopalong Cassidy, NBC Film (W) 


17.3 


7 7.2 9.4 

wnbt kttv 
6 :30pm 7 :00pm 


8.3 29.5 7 3.4 

wbkb weeo-tv wnbw 
5:30pm 6:00pm 7:00pm 


74.3 

wsbtv 
6:00pm 


3 


1 


Jeffrey Jones, L. Parsons (D) 


1G.7 


5.9 

kttv 
8:00pm 




2.5 

wbuf-tv 
9:00pm 


1 


« 


fienc Antry, CBS Film, Flying "A" (W) 


16.5 


7 7.5 

ktla 
5:30pm 


8.8 

wbbm-tv 
5 :30pm 




7» 


t 


Amos 'n' Andy, CBS Film (C) 


14.8 


8.2 7 5.2 

ncbs-tv knxt 
2.00pm 8:00pm 


7 7.5 7.6 j 

wbztv wbbm-tv 
11:15pm 1:30pm 




n 


•> 


Victory at Sea, NBC Film (Doc.) 


13.G 


6.7 

wnbt 
7:00pra 


72.3 9.8 8.2 

wbz-tv wnbq wnbw 
11:15pm 9:30pm 7:00pm 


2.0 

wbes-tv 
8:00pm 


7 


•> 


Cowboy G-)len, United Artists (W) 


13.it 


3.0 

wabc-tv 
1:30pm 


70.5 77.0 26.0 

wbz-tv weeo-tv ksd tv 
2:00pm 4:30pm 3.30pm 


72.8 75.3? | 

waga-tv wepotv 

7 :00pm 1 :30pm 


« 


7 


Heart of the City, United TV Programs (D) 


12.0 


8.0 

kttv 
10:30pm 


7.3 

wbz-tv 
11:15pm 


7.3 7^.8 

wlw-a wkrc-U 1 
8 :00pm 9:00pm 


9 
10 




All Amer. Game of Week, Sportsvision (SJ 


11.0 




8.6 3.3 

wgn-tv wtvl 
9:30pm 9 30pm 




« 


Abbott A Costcllo, TCA (CJ 


10.9 


7 7.4 8.7 

wnbt kttv 
6:00pm 7:30pm 


76.8 9.8 70.2 

wnac-tv wnbq wtoptv 
6:00pm 6:00pm 6:00pm 


wmar-tv I 
6:30pm j] 



Shew type symbols: (A) adventure: if) comedy, <])) drama: (Dnc.t documcnlary: (K) kid show: 
(M) mystery: (\V) Western: (S) sporu. Films listed are syndicated, half hour length, broadcast 
In four or more maxkeU. The average rating Is an unweighted average, of Individual market 



ratings listed above. Blank space Indicates film net broadcast In this market a t" ' 
bcr 1933. While network shows are fairly stable from one month to another I ■»* r I 
which they arc run. this Is true to much lesser extent with syndicated shows. M» ■'T 
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this is 

just 

the 

ticket to sell the real 

North Carolina market. 

If you want to go places in a profitable 
way throughout the fastest-growing 
area of the fast-growing mid-South . . 
WFMY-TV is ready to cover a lot of 
ground for you in a hurry. 

Your itinerary, via Channel 2, includes 
a market that's $1,500,000,000 
strong in buying power, .home of 
some of the biggest, best-known names 
in American manufacturing . . rich with 
payrolls that stem from a busy combina- 
tion of industry and agriculture. 

When your message travels via WFMY-TV, 
you're sure of a warm and resultful 
welcome in television homes all over 
this progressive region. For more sales 
in the heart of the mid-South, WFMY-TV 
is just the ticket! 

wfmy-tv 

Basic CBS Affiliate -Channel 2 

Greensboro, N. C. 

Represented by 

Harrington, Righter & Parsons, Inc. 
New York— Chicago— San Francisco 
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SALINAS, CALIF. 

5000 WATTS 

Saturate California's 
Newest,* Metropolitan Area 
with the 

CLOVER LEAF 
STATION > 

at half the cost of 
using separate stations. 

HERE'S THE STORY... LEAF BY LEAF 

SALINAS $58 Million Retail Sales 

MONTEREY $35 Million Retail Sales 

SANTA CRUZ $42 Million Retail Sales 

WATSONVILLE $27 Million Retail Sales 

Put them all together for- 
ONE STATION COVERAGE 
of these four cities and the rest of 
this Half-Billion Dollar Market 



SALINAS 

CALIFORNIA 



REPRESENTED BY WEED & CO. 




(Continued from page 10) 

that a sensible use of radio and television — which means well- 
written copy and video that does more than holding up a print 
advertisement — wouldn't have turned the tide in favor of the 
stores, in any case. 

In addition, I gather the stores got so distraught over the 
newspapcrless state of the city that they withheld most of their 
advertising dollars. So, in effeet, they were trying to make 
up for their loss of the press with less dollars each of which 
was pulling only a small portion of its value. Hmnnn! Does 
this constitute a fair test for radio and tv? 

As you ean perhaps imagine by now, what I'm getting at 
is that this mystic world of retail advertising which so few in 
the national end of the pieture seem to appreciate may not be 
so different after all. What's more important, it may be sus- 
ceptible to broadcast campaigns that are well conceived and 
adroitly spotted (speaking of well "spotted," I gather also 
that most adjacencies purchased by the stores were of the 
genus which cause agency timebuyers to hold their noses,; 
another handicap!). 

In fact, I daresay that stores with a plethora of talent oh 
their premises could quickly and easily adapt themselves and 
their people to as wise a usage of radio and television a» any 
pill pusher on the national level. In fact, this seems to me to 
be an area which opens tremendous possibilities for radio 
and anything which does that, or gives a promise of so doing 
these days, is well worth looking into. 

Therefore I imagine the more aggressive station folks are 
working right now to prove what the strike proved and to help 
the store people make a more intelligent adjustment to broad- 
cast ad\ertising. By so doing, they'll add new and needed 
revenue and onee again prove that the human voice (radio) 
and the human voice plus pix in motion (television) are pretty 
effective sales instruments even if you ean't tear the messages 
out and pin them to hubby's shaving mirror. 



* * * 



Letters to Hob Foreman ure welcomed 

Do you always agree with the opinions Bob Foreman ex- 
presses in "Agency Ad Libs"? Rob and the editors of spon- 
sor would be happy to receive and print comments from 
readers.. Address Bob Foreman, c/o sponsor. 40 E. 49 Si: 
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Sarra's commercials are extremely 
effective "visual selling" — they 
make friends and motivate 
buying action. 



ATTINTUON 



Sarra's ingenious use of 
audio-visual techniques 
compels attention for the 
product's complete story. 



Sarra's commercials possess 

DETENTION an un f° r getable quality — 
ivn t h e impression lasts long 
after the broadcast. 



RECOGNITION 



Sarra's advertising experts never 
forget the primary importance of 
strong product identification. 



The advertiser gets results when 
Sarra's team of creative 
advertising men and expert 
technicians apply their talents. 



More than 2500 TV commercials al- 
ready produced, and over 20 years' 
experience as specialists in Visual 
Selling give Sarra "know-how". 
Find out how it can work for you. 



VIDE-O-RIGINAL is 
the name for a qual- 
ity-controlled motion 
picture print made in 
Sarra's own photo- 
graphic laboratory. And 
whether you order one 
— or one hundred — each 
is custom-made for max- 
imum fidelity. 




OTHER SUCCESSFUL TV 
ADVERTISERS SERVED BY SARRA 

The STUDEBAKER Corp.- 
Rochc. Williams & Cleary. Inc. 

NORTHERN TISSUE. Northern 
Paper Mills-Young & Rubi- 
cam. Inc. (Chicago). 

J ERG ENS LOTION. Andrew 
Jergens. Inc.— Robert W. Orr 
& Associates. Inc. 

SYLVAN1A TV sets. Sylvania 
Electric Products. Inc.— Roy S. 
Durstine,. Inc. 

The GREAT ATLANTIC & PA- 
CIFIC TEA COMPANY— Paris 
& Peart. 

RAINBO, FAIR-MAID. COLON- 
IAL breads, Campbell Taggart 
Associated Bakeries. 



CLIP BOARD OF 
RECENT SARRA RELEASES 




LUCKY STRIKE. American 
Tobacco Co.— Batten. Barton, 
Durstine & Osborn, Inc. 




STOPETTE Deodorant, Jules 
Montenier. Inc.— Earle Ludgin 
& Company 




PET Milk Co.-Gardner Adver- 
tising Co. Awarded Chicago Art 
Directors' Club Gold Medal. 




Pabst ' BLUE RIBBON" Beer, 
Pabst Sales Co.-Warwick & 
Legler, Inc. 




SPECIALISTS IN VISUAl SELLING 



NEW YORK: 200 East 56th Street CHICAGO: 16 East Ontario Street 

TELEVISION COMMERCIALS • PHOTOGRAPHIC ILLUSTRATION . MOTION PICTURES • SOUND SLIDE FILMS 
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BASIC ABC-TV 

AFFILIATE 
FOR FRESNO 




SATURATES 
CENTRAL CALIFORNIA'S 
RICH INLAND MARKET 

Effective buying income 

$942,044,000 

in KJEO coverage area 
81,850 sets Dec, 1953 
(90 mile contour area) 

REPRESENTED NATIONALLY BY 

THE BRANHAM COMPANY 

Offices in Leading Cities 
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agency profile 



L. T. Steele 

Administrative V.P. for Tv & Radio 
Benton & Bowles, New York 



"Although many tv program? today are either independently or 
network packaged, the agency's role in an advertiser s air campaign 
is no less important or complex," Ted Steele, Benton & Bowles' ex- 
ecutive head of tv and radio, told sponsor. "To the familiar func- 
tions of creating our own effective programs and commercials now 
are added — increasingly — problems of negotiating and administer- 
ing most effectively for clients programs developed by packagers." 

He went on to explain that creating or selecting a tv show has 
become more than ever interlocked with media and time buying 
strategies. "In tv, the closest collaboration between agency media 
and program people is a must." 

He feels the big problems which a new tv advertiser faces are two- 
fold. "There's the problem of clearing a time franchise on a lineup 
of stations adequate to meet his coverage need. Also, he must ac- 
quire a program he can afford, which, when televised in such a 
valuable time slot, will attract an audience large enough and lo)al 
enough to make the whole investment in time and talent pay." 

A related trend in tv advertising that Steele points to is the emerg- 
ing of various forms of cost-sharing sponsorships: rotating, alter- 
nating, participating. These, he feels, open up major-league tv 
opportunities to products with smaller budgets or seasonal selling 
problems. 

SPONSOR estimates that 60^ of Benton & Bowles 1953 billings of 
S60 million, or $36 million, were in air media: $26 million in tv, 
$10 million in radio. These figures give Benton & Bowles fourth 
ranking among the top 20 agencies by 1953 air billings. (See 
sponsor list of top 20 radio and tv agencies. 28 December 1953.) 

Among tv shows supervised by Steele's department for Benton & 
Bowles clients are: Mama, the Red Buttons Show, Roy Rogers, Letter 
to Loretta, Pantomime Quiz and the da\time strip. On Your Account 
( agencv-built I . Network radio entries include such established pro- 
grams as the B&B-built Railroad Hour, Wendy Warren and the Sens 
and about a dozen more daytime serials and participation shows. 

The Steeles live in Manhattan. Asked if lied made any New 
Year's resolutions, Ted Steele answered unhesitatingly: "Yes — to 
move to the countrv!" Anybodv got a house for sale in Locust 
Valley, N. Y.? * * * 

SPONSOR 



O'NEILL BROADCASTING CO. 
FRESNO. CALIFORNIA 
P. O. Box 1708 Phone 7-8405 

J. E. O'Neill. President 



IN INLAND CALIFORNIA (AND WESTERN NEVADA) 



THE 




if 



DELIVERS MORE FOR THE MONEY' 



These five inland radio stations, purchased as a unit, give you 
more listeners than any competitive combination of local 
stations . . . and in Inland California more listeners than the 
2 leading San Francisco stations and the 3 leading Los Angeles 
stations combined . . . and at the lowest cost per thousand! 
(SAMS and SR&D) 

Ringed by mountains, this self-contained inland market is 
90 miles from San Francisco and 113 miles from Los Angeles. 
The Beeline taps a net effective buying income of almost 4 
billion dollars. 

(Sales Management's 1953 Copyrighted Survey) 

WCLATCHY BROADCASTING COMPANY' 

SACRAMENTO, CALIFORNIA » Paul H. Raymer Co., National Representative 




KOH C RENO 

KFBK O SACRAMENTO 

<M 1 \ 

KWG © STOCKTON 

I* \ 
KMJ © FRESNO 

V \ 

KERN ° BAKERSFIELD 
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n fortini mi questions of cwwi d inUfrea-tf 
<o «ir nrf eerfiserx and </ieir ngrncM's 



I>o i/oii think the audio portion of fr shows should 
make up an important segment of network radio 





Mr. Gottlieb 



THE PICKED PANEL ANSWERS 

The answer to 
whether or not 
the audio portion 
of a tv show 
should ho used in 
netv» ork radio de- 
pends on the pro- 
gram involved. I n 
some instance? it 
can work, such as 
Meet the. Press. 
That program 
wax originally a radio show, then 
mo\ed to tv. and now the tv sound 
(rack is used on radio. In a case like 
this, it's almost a question of which 
came first, the chicken or the egg? 

On more or less stationary shows, 
such as CBS' Man of the Week, the tv 
sound can be used on radio with satis- 
factory results. The results, audiowise, 
will not always he satisfactory, how- 
ever, because tv audio is inferior to 
radio audio. 

With regard to certain musical pro- 
grams. t\ audio could he used on radio 
without undue loss of audio quality. 

The audio portion of tv comedv 
*hows would not be so successful on 
radio because (illicit of tv depends upon 
-ight. \ humorous l\ comedv sequence 
in pantomime, for instance, would ob- 
viously be meaningless on radio. 

It i- likely that very few dramatic 
programs could he simulcast. 1 he 
\i-ual part ol a dramatic program 
-imply pla\> loo great a part to be 
eliminated. 

The exact answer to the question, 
then, depends upon the nature of the 
program. 

When you are looking at something, 
as in t\ . you're not quite s (1 aware of 
(he sound as you art' when you i an not 
see the source of that sound. 

In radio, the listener must hear the 



sound and all of it — so that his 
imagination can operate properly. If 
you roh a person of the audio, his 
imagination is crippled. 

If yon turn off the video portion of 
your tv set and keep on the audio, you 
won't hear certain words. The opera- 
tor of the boom mike just cannot al- 
ways keep the mike over the speaker 
or singer's head. If there's a great 
deal of movement in a tv program, 
it s even harder to manage the boom 
mike. i\ot that perfect sound reproduc- 
tion will result even if the boom mike 
is directly over the speaker. It never 
is as good as when the performer can 
speak directly into the mike, as in 
radio. 

Motion pictures circumvent this 
prohlem by dubbing in the sound track 
after the picture has been shot. Except 
for filmed programs, this can t be done 
on t\ . 

For radio to use tv audio to a very 
great extent would be suicidal. There 
must be belter audio quality for an 
audio medium — not second best, 
Lesteu Gottlieb 
I ice President in charge of 

network programs 
CPS Radio 
\eu York 



1 n co n si de ring 
J^/f^^^ t " c practicality 
of using taped 
versions of t v 
r shows on radio. 

it is necessary to 
break down the 
problem into pro- 
gram ty pes. 
ffc i Such programs 

Mr. Hamilton as audience par- 

ticipation, panel 
and niu-icals do lend themselves to this 
type of operation so long as the pro- 



gram does not require sight for ifs 
continuity and pace. Participants in 
ain such programs would he com- 
pelled to abstain from any references 
having to do w ith sight for obvious 
reasons. Variety and dramatic shows 
would not be practical since often the 
basic conception of the program is 
based on the audience's ability to see 
what is occurring. 

W ith regard to using a radio" tape 
for a tv production. I would consider 
this completely impractical. I he prob- 
lems of synchronizing movement with 
pre-recorded sound would present 
problems of staggering proportions. 
The only plausible application of the 
method that comes to mind would be 
the use of a musical tape while pro- 
jecting film locale shots compatible 
with the music being played. 

W'iu.iam I). Hamilton 
Eastern Program Director 
AP>C Radio X el work 
.Xeic York 



As the network 
which pioneered 
in this type of 
operation we can 
point to three 
successful uses of 
this technique. 
When the \d- 
miral Corp. re- 
ceived complaint* 
from people that 
they were being 
deprived of Bishop Fulton J. Sheen's 
Life Is Iforlh Living program, the 
company signed up for the entire Mu- 
tual Broadcasting Systems radio net. 
Why Mutual? Because of this web's 
deep audience penetration, in both tv 
aiid non-fa areas. 

\ iicl certainly there are many fine 
television programs whose main ap- 




Mr. Rice 
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peal is aural rather than visual. Among 
the "television" programs which the 
Mutual radio network is now carrying 
are The Eddie Fisher Show, Perry 
Corno's Top Tunes, and Author Meets 
the Critics. 

With television production costs as 
high as they are it seems a little ridicu- 
lous not to get as much mileage out of 
each program as possible. With sing- 
ers such as Como and Fisher, and dis- 
cussion shows such as Author Meets it 
is only common sense to amortize the 
cost of the program by disseminating 
it over as large an audience as possible. 
The network of more than 500 Mutual 
radio stations which these advertisers 
use assures them of reaching into every 
nook and cranny in America at very 
little additional cost, considering the 
original investment in the tv program. 

With advertisers becoming more 
dollar-conscious every day it seems 
likely that more and more of them will 
turn to this method of stretching their 
budgets. Despite the prophets of 
doom, radio still has a vast audience. 
And it always will have. Whether the 
people turn to radio because they 
don't have tv, or because it does a 
better job in fields such as news and 
music, or because they enjoy a "sort 
of audible wallpaper" (as Alistair 
Cooke calls radio) , they will continue 
to devote many hours per week to 
radio listening. Just because people 
are in the kitchen, bedroom, family 
car, or on the beach is no reason for 
ignoring their listening habits. And 
there's no reason why a substantial 
portion of this listening shouldn't be 
to programs which are produced with 
a combined listener-viewer audience 
in mind. 

Herbert C. Rice 
Vice President in 

Charge of Programs 
MBS 

New York 



Any questions? 

sponsor welcomes questions for 
discussion from its readers. Ques- 
tions are evaluated for their in- 
terest to other readers and, if 
found suitable, will be submitted 
to the most appropriate authori- 
ties for answering. Topic for dis- 
cussion in the 8 February issue: 
"Do sponsors need a well-known 
star to attract large radio and tv 
audiences?" 



MAIL PULL 

KCEN-TV 




* 



covers ALL of the big 
Temple-Waco market! 

Engineers calculated a coverage radius of 
75 miles for KCEN-TV, but mail reporting 
good reception has been consistently re- 
ceived from distant points in excess of 100 
miles . . . proof of "plus" coverage in the 
big market midway between Texas' four 
largest cities where nearly a million peo- 
ple reside. 

THIS IS COVERAGE 






For the first time, advertisers can reach 
all of the Temple-Waco market with a 
single medium — 



100 KW 
VHF 



Chan 



nel 6 




P. O. Box 188, Temple, Texas 

George P. Hollirtgbery Company — Nat'/ Rep. 



833-Foot Tower 

830 Feet Above Average Terrain 
(Tolled tower in Texos, south of Amarillo) 



KCEN-TV 

NBC Interconnected 



Phone 3-6868 

Clyde Melville Company — Texas Rep. 
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ll'IMM interviews lick city's psycholoyictil ilepression 



hi Danville. Va., people were wear- 
ing loii« faces ju>t before Christmas. 
\ drought had hit the area's tobacco 
crops. 'i lie largo textile mill. Dan 
River, which supports main of the 
cit\"s residents, was not operating at 
full capacity. \nd the weather was too 
warm to kindle an) enthusiasm about 
Christmas shopping. 

Yet, a studv of Danville's business 




Dick Campbell talking -to Danville merchants 

indicated things were not as bad as 
almost even bod) believ ed. 

W'DVA originated a plan to lick the 
ps\ etiological depression. The gim- 
mick: concentrate on telling people that 
business is good in Danville, getting 
specific firms and plants to report on 
their current operating picture. 

Program Director Dick Campbell 
(see picture above) and News Direc- 

Cofor telecasts plnnnetl 
by WSAZ-TV for March 

WSAZ-TV. Huntington. W. Va.. 
plans to transmit its first color telecast 
sometime in March, according to Law- 
rence II. Holers, vice president and 
general manager of W'SAZ. Inc. 

The >tation has alreadv received 
notice from RCA Laboratories that its 
color equipment is on the way. The 
equipment will convert the station to 
network color teles ision. 

Rogers said it will he possible to 
transmit color before March if the 
Telephone Co. make;, color circuits m 
Daston or Columbus available to the 
station sooner than anticipated. * * * 



tor Charlie Craig spent an afternoon 
on the "beeper" telephone, tape record- 
ing Matements by various merchants. 
I he next day. the tape-recorded tele- 
phone interviews were aired on the sta- 
tion's regular programs. 

Station breaks incorporated the same 
theme, with the message: "This is 
W'DVA. Danv ille. \ irginia, where busi- 
ness is good!" 

Throughout the dav the station re- 
ceived call* from other merchants who 
wanted to participate. The campaign 
was extended another day in order to 
get all 50 statements on the air. * * * 

Ffiiiiff it's with uhf sets 
watch tv more — 1KB 

Families which have tv sets equipped 
to receive both uhf and vhf stations 
spend 25/? more time watching tv 
than families which have a vhf-only 
set. This was one of the findings of a 
survey completed recently by Ameri- 
can Research Bureau for ARC. 

ARB found that families with uhf- 
vhf sets watch tv 34.96 hours weekly. 
Those with vhf-only sets watch tv 27.83 
hours weeklv . *>•*•* 



ISank uses cartoons 
to sell serious ideas 

The Republic National Bank of Dal- 
las i* using a humorous cartoon an- 
nouncement campaign on television to 
sell the serious idea of banking. 

The bank turned to cartoons because 
it believes ibis method of advertising 
adds to audience retentiv ity of the com- 
mercial message. It uses telops with 
cartoons produced by Clenn Advertis- 
ing Agent) in its announcements. 

In a sample telop series, tjie first 




Witch stirs cauldron 



bank 



commerc 



ial 



slide shows a witch stirring a smoking 
cauldron (see above). Audio for this 
illustration: '*ln early times witch- 
crafters had developed secret recipes 
for accumulating wealth — like boiling 
leaves in a magic solution." 

On another slide the cartoon shows 
the results of a disastrous explosion. 
The witch's pot is smashed to smither- 
eens, her clothes ripped to shreds. 
Audio: ''Todav we know it's nonsense 
-but a savings account can add up to 



be a real nest egg." 



★ * ★ 



Wm Mont unveils ttvo-prayrams-ut-onee tv receiver 



In radio, it s personal set listening 
that solves family squabbles: in tele- 
vision, it may well be the personal 
earpiece. 

The Allen B. Du Mont Laboratories 
recently previewed its new Duoscopic 
tv receiver which shows two programs 
on one screen and permits two separ- 



ate audiences to v iew each program 
simultaneously (see picture below). 

The Duoscopic receiver can tune in 
any two tv programs from any stations 
within range. Through the use of 
polaroid glasses, personalized earpieces 
and remote control audio units each 
person viewing the screen may tune 




Called the Duoscopic tv receiver, Du Mont set receives two programs af the sa^e time 
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in and out of either program indepen- 
dently of the other persons viewing at 
the same time. 

The audio control unit has six 
switches and two knobs. The switches 
control the specific audio signals; the 
knobs control the volume. The audio 
control unit is so designed that the 
viewer can easily watch one program 
and listen to the audio content of 
another. 

If all persons desire to see the same 
program the Duoscopic Receiver can 
he viewed conventionally with only one 
picture presented, Du Mont officials 
said. The new receiver will he first 
shown to the public in New York and 
New Jersey. * * * 

KGO, San Francisco, is awakening 
childhood memories for many of its 
listeners these days. 

It has inaugurated a new station- 
break campaign, consisting of rhymed 
couplets a la Mother Goose. Here are 
some samples;, 

"Tom, Tom, the piper's son 

He learned to play when he was 
young 

And now he tunes his radio 

To Dance Time — heard on KGO, 

San Francisco.'' 
"Where are you going, my pretty 

maid? 

With your rosy cheeks and your 

golden hair? 
I'm tuning my radio, she said 
There's plenty of entertainment there 

— on KGO, San Francisco." * * * 

Briefly . . . 

When you get your meal checks ill 
various Syracuse restaurants, on the 
back of the check — in place of the 
usual "Thank you . , . please pay 
cashier" or similar wording — is a pic- 
ture of two sign painters at work on a 
huge sign covering the height of a 
building. The wording being painted 
on the sign says, "Radio or tv — WSYR 

—dial 570-^hannel 3." 

* * * 

Weiss & Geller, Inc., Chicago ad 
agency, has teamed tip with social sci- 
entists to conduct a creative workshop 
for its employees. Purpose of the meet- 
ings is to apply the knowledge of so- 
cial scientists to advertising, accord- 
ing to Edward H. Weiss, agency presi- 
dent. Any member of the agency can 
attend the sessions, and those attend- 
ing are invited to submit copy ideas 
for use in any medium, based on fac- 
( Please turn to page 128) 



The Whole Family Will Love 




TV's Croat i\e\v All-Star Show 
. , Aimed At The? Heart Of America 




BASED ON HAM FISHER'S DYNAMIC 
ALL-AMERICAN CHARACTER , . , FOLLOWED 
BY 70 MILLION DEVOTED READERS! 



Nothing else like it on TV today! The first TV 
series to be made available to local and regional 
sponsors with ALL-FAMILY AUDIENCE APPEAL. 

Mom, Dad, Sister and Brother will all love 
JOE PALOOKA! It"s got everything . . . comedy, 
action, romance, adventure'. 



JOE KIRKWOOD 

as Joe l'alooka 

CATHY DOWNS 

a- Joe's wife. Ann Howe 

SID TOMACK 

as Knohhv, Joe's Mnnager 

MAXIE 

R0SENBL00M 

as Civile, Joe's Trainer 
★ ★ * ★ 

26 SHOWS 
NOW AVAILABLE 




Another Great Half-Hour Winner From The Producers of 
• THE LIBERACE SHOW * LIFE WITH ELIZABETH 




Off co *"«< 



420 MADISON AVENUE 



NEW YORK 17, NEW YORK 
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For the first time on any screen— even be- 
fore your local theatres, TV will premiere 
this outstanding series of feature length 
motion pictures. 

HERE is a programming idea so sound, so big, so 
merehandisable, that 22 leading TV stations signed 
for the series of 26 pictures from the first story hoard. 

Today leading stations, advertisers and agencies in 
30 cities are building advertising and merchandising 
campaigns around this outstanding series produced for 
Vitapix by Princess Pictures, Inc. 

Films arc ready for telecasting. 26 in the series cov- 
ering drama, mystery, comedy and adventure. 70 or 54- 
ininute running lime. Black and white, or color. Vitapix 
Uniform national pricing formula. For availabilities and 
prices phone collect today. 

★ Watch VITAPIX — a corporation owned 

by TV stations, producing and distributing TV films. 

VITAPIX CORPORATION 

New York'. 509 Moditon Avenue, PLaza 8-3013 • Chicago: 30 N. La Salle St., AN 3-2950 
lot Angelet: 8949 Sunset Blvd., CR 1 -7 191 • New Orleans: 3190 OeSaix Blvd., Valley 1837 



50 




Big Name Stars 




Top Writers and Producers 

SPONSOR 





1 

2 
3 
4 
5 
6 
7 

25 JANUARY 1954 



Project editor 
Charles Sinclair 



Over -tall look: Made-for-tv films arc now a $60 million 
industry. Here are major developments, key film trends 

Color films: A sponsor survey of syndicated producers 
shoivs that over 60% are shooting vidpix on color stocks \ 

Film reruns: Nielsen reports that share of audience for 
repeat film programs is just as good as that of original 

Production costs: Where does money go in syndicated 
film production? Here's an accurate film budget analysis 

Buying tips: Planning to buy a syndicated tv film show? 
Here are 10 valuable and money-saving tips for sponsors 

Available films: Results of a two-month survey of the 
film industry. 1-i-pagc- directory includes latest shows 

Film distributors: An up-to-the-minute directory of the I 
syndicated film sources in the XI. S.,. with sales contacts 
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ver sime Jerry Fairbanks shot the 
fir>t inade-for-t\ film in 1946 a low- 
budget episode of Public Prosecutor 
for M5C — the t\ film program indus- 
tr\ has grown so fa>t few admen can 
keep track of it. 

Many a client today is bewitched, 
bothered and bewildered b) the eight- 
year-old marriage of t\ - and tlie mo\ ie 
industry. Man) an agenc) or station 
film buyer has tried to look into the 
future of the multi-million dollar film 
syndication business and has found it 
as clouded as a London fog. 

What"* happening with color films? 
W hat are the trends in multiple-market 
spotting of syndicated films? What's 
the quality of the merchandising of- 
fered*!)) film distributors? Are the 
pricing formulas becoming stabilized? 
Is the industry basically sound? How- 
fast i^ it really growing? What about 



reruns 



These were just a few of the ques- 



tions which SPONSOR editors discovered 
were hot topics among clients and 
agencies. And these questions formed 
the basis of extensive questionnaires 
used to survey all the leading film pro- 
ducers and distributors. 

Briefly, this is the size and shape of 
the syndicated tv film program busi- 
ness as of now: 

• Syndicated films are big business. 
Film producers and distributors were 
asked in sponsor's questionnaires to 
reveal their gross business during the 
past year. On a confidential basis near- 
ly all gave answers. This total was 
measured against the total of all tv 
film companies with weighting to get 
a projection. SPONSORS guesstimate 
for the 1954 business in tv program 
films (not including feature-lengths or 
commercials) : over $60 million. 

• The business is still grow ing. Some 
more industry estimates: back in 1948. 
between 7 and 10^ of the program 



schedule of the average netw ork-affili* 
ated tv outlet was on film; today, the 
figure is calculated to be about 35^? , 
even though the total number of tele- 
casting hours of the average tv outlet 
has increased nearly four times. As 
far as film production is concerned, 
distributors estimate that the 1953 out- 
put was 300" over that of 1952 — and 
still climbing. 

These are highlights. In succeeding 
pages, you will find detailed reports. 
They include an up-to-the minute re- 
port on film industry progress in color 
television, a study of the rerun film 
market, a report on tv film production 
costs and an up-to-date list of films. 

Here, topic by topic, are other major 
developments in the tv film syndica- 
tion business which emerged in spon- 
sor's study. 

Color films: 

There's no hotter topic in the video 



Ziv TV is acknowledged leader in booming syndication Field, currently 
has eight tv film series before cameras. Below, executives of Carter 
Products and SSCB agency meet with Ziv officials to discuss promotion 



plans for Carter-sponsored Film show, "Mr. District Attorney." L. to r.: 
Russ Clancy, Ziv a.e.; Barrett Welch, SSCB a.e. for Carter's; M. J. 
"Bud" Rif kin, Ziv tv sales manager; Alan Miller, ad manager of Carter 
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Producers, syndieators see banner 
film year. Here are latest trends 



film business today than color tele- 
vision and color tv films. 

As the executive producer of one tv 
film company explained the situation: 

"By its very nature, the tv film in- 
dustry must plan far ahead and stay 
on top of every major color film de- 
velopment and technique. In the field 
of program production we are way 
ahead of the live networks. We have 
to he." 

How far ahead can be judged from 
the following figures* of those pro- 
ducers and syndieators replying to 
sponsor's questionnaires — and they 
represent a majority of the best-known 
firms — more than 60% are actively en- 
gaged now in shooting one or more 
(and as many as four or five) program 
series on color film, using either East- 
man, Ansco or Technicolor stocks. The 
capital investment easily runs into 
millions. 

(For complete report on color tv as 



it applies to syndicated film programs, 
see storj on page 54.) 

► Salt's \nttU' rn.v: 

So fast has the tv film industry 
grown that producers and distributors 
find it difficult to define trends in sell- 
ing. However, these facts are becom- 
ing apparent: 

1. Sale-; costs aio a sizable item in 
the tv film business. The smaller dis- 
tributors or produeer-syndicators usu- 
ally have at least five salesmen spotted 
across the country. The medium-sized 
firms may have 10 or more and the 
big firms over 20. Each salesman costs 
the company $200 a week or more, 
syndieators estimate. This, in turn, 
means that a sales cost is tacked onto 
tv film shows. On a film deal where 
the client is spotting the show "nation- 
ally" (in at least 40 or 50 markets) 
the sales cost may be 10 /( . On a long- 
haul basis, where the selling is done 



.N'«il«'.v: 'Hurt's tiff ii an inrrnusf in 
riff ill months of the intuitu r of tuff 
iiuilti mnrL i t ftimiitiif/ns hi/ national 
or ref/tmml tulrrrtixr is vsinfi vidtu 
film shows. Jlnt bull: of biisntrs.l is 
■till! the lorrtl sale to tr stations 

I 'iiKiiK'iui/; Most pro/1 no rs must 
still take a loss on first run anil recoup 
Inter, tr film iiulustrji study shows 



mai ket-b) -market, the -ales cost may 
be as much as 40 or 50' r. 

2. Sales of new shows, rerun shows 

and shows on a multi-market basis all 
increased sizahh during 1953. I.MCA- 
TV. for instance, calculates that it 
made almost equal gains during 1953 
in each of these categories.,) However, 
most syndieators admit that the real 
meat-and-potatoes end of the bu«ine^« 
is not the multi-market deal. Instead, 
it is the sale by a svndicator to tv sta- 
tions who in turn sell the show locally 
I Please turn to page 90 I 



Reruns of shows which played originally on networks or in syndication 
are now major part of the films-for-tv business. "Amos V Andy" show 
•<%f CBS Film Syndication gets good ratings In second showings 



Newest trend: Stars, like Ella Raines shown with MPTV Vice President 
Ed Madden, often produce or help finance new video film packages. 
Her series, "Janet Dean," is being shot in color for future reruns 
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J 1 he average tv station in the U. S, 
won t have the equipment to telecast 
color video films locally, either 16 or 
35 mm., before the early part of 1955. 

That's the consensus gathered by 
sponsor from equipment manufactur- 
ers like RCA, Telechrome, Du Mont. 

Yet the advertiser or agency who 



Producers see rosy future 
ahead for color filnt reruns. 
arc investiay heavily nun* 



l*rod urt ion; r More than <".i>< r of 
the Iv film product rs. replying lo 
sponsor's survey said tiny had one 
or more scrks bring filmed on color 
film now for firsl run irc b-tf w. 

Iv«/(ii|>ni«>ii(: Film tclecosling pair 
and distribution of color tv sttx arr 
lagging bthind production in film 
industry. Local xtntions may nol hare 
tquipnn.nl for color film till Wi. 



asks today ''What is the syndicated 
film industry doing about color?'" ma) 
well Le in for a surprise. 

As part of its extensive survey of the 
made-for-tv film business. SPONSOR re- 
ceived data on the color plans of some 
60 film companies. Included in this 
group: organization? like Ziv TV. \RC 
Film Division. Kling Studios, CHS 
Film Syndication. Jerry Courneya Pro- 
ductions. Vilapix, Motion Pictures for 
Television. Franklin Productions, Cor* 
nell Productions and others. The re- 
turns represent a reasonable cross- 
section of the industry. 

Here's how the situation stands hi 
early 1954: 

1. Despite the fact that color film 
production calls for heavy investments 
on the part of producers lor their 
backers I. the tv film industry is h cavil v 
invoked in all sorts of color plans. 
.More than 60 of the firms replying 
to sponsor's questionnaire indicated 



that they had one or more tv program 
film series now in production in color. 

2. Some producers show a very cau- 
tious altitude about color film (see be-, 
low). But others, confident that it's 
only a matter of time before tv color 
film projection equipment will be in- 
stalled which will handle any standard 
color film, are in color production to 
the limit. Franklin Productions, for" 
example, has shot three different se- 
ries and five pilot films in color — 
100 r J of production. Others are rang- 
ing anywhere from 30 lo 75T of pro- 
duction in color. 

3. Just as networks and stations are 
absorbing nearly all of the color tv con- 
vex ion costs during 1954. so tv film 
makers view color as an investment to 
be recaptured at a later dale. Natu- 
rally, this adds lo the hazards of fi- 
nancing and producing a syndicated fv 
film series. The producers who dis- 
cussed their color plans with SPONSOR* 

SPONSOR- 



I 



What will color add to a mystery show? Producer Hi Brown and Space adventures of United TV Programs' "Rocky Jones" may be 
NBC have recently experimented with color on "Inner Sanctum" shot in color in near future. Producers plan a switch soon 




Special SPONSOR survey got details on who is shooting 
in color now. Some have used color for six years 



indicated, on the average, that they 
would be lucky to get 50% of their 
costs back for a shot-in-color film se- 
ries on the first run (in black-and- 
white) today. One or two put the fig- 
ure as low as 30%. 

4. As never before, the color future 
of the tv film industry is closely con- 
nected with developments in the tech- 
nical field. Producers, syndicators and 
admen are all watching eagerly for new 
color film developments to come from 
the laboratories of film manufacturers, 
like Eastman, and tv equipment firms. 
So intense has this pressure become 
that several film producers griped bit- 
terly to SPONSOR editors that they felt 
too much emphasis was being placed 
on developing equipment and tech- 
niques for live color video. (This isn't 
necessarily so, tv technical firms say, 
explaining that there are more compli- 
cations to the proper telecasting of 
color film than any other phase of 



tinted video. To harassed producers, 
however, this is sometimes small com- 
fort.) 

That's the situation on a once-over- 
lightly basis. But what exactly is avail- 
able now, or in the near future, in the 
way of syndicated color tv films? What 
do producers say about tile relative 
merits of various brands of color film 
stock? What plans for color tv film 
showings can advertisers make? 

Here in question-and-answer form 
are some of the major color develop- 
ments, as well as some of the comments 
of leading film men: 

Question. What do producers them- 
selves say about the color film situa- 
tion? 

Answer. For the most part, pro- 
ducers are "bullish" on the subject. 
Here are some of their opinions: 
John Sinn, president of Ziv TV: 
"Ziv was the first major tv producer 
to shoot in color. As far back as 1948, 



we were shooting Cisco Kid on 16 mm, 
Kodachrome. Last year, about 65% of 
our production footage was in color. 
This year, the figure will be about 
90%. We re confident that the present 
color tv system is such that any good 
16 mm. color print will give good color 
pictures on a home color receiver. 
Meanwhile, of course, we are deliver- 
ing black-and-white prints made from 
our color negatives at black-and-white 
prices." 

John Jay Franklin, producer, Frank- 
lin Productions: 

''1 believe that color will be the im- 
portant factor as soon as the general 
public will be able to buy enough color 
receivers to make it worthwhile for the 
sponsor to contract for color produc- 
tions. We have used color for the last 
five years in all of our productions, 
looking forward to the day when we 
can distribute all of our pictures in 
(Please turn to page 112) 
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Edward Arnold is "host" on TPA's "Star Showcase," a rerun drama series fitted out with new 
introductions and title. Here, he chats with Milton Gordon, president of TPA syndication firm 




Oriq inal sponsor, Camel, is part-owner of "Follow That Man," originally aired on CBS TV as 
"Man Against Crime." Syndicated by MCA-TV, show is earning rerun profits in major marlcets 



Tv webs have developed sizable syndication sidelines in past year. ABC, for example, is cur- 
rently syndicating two rerun shows, "Racket Squad" (below) and "Playhouse," plans to add more 
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New research sliows 



^ or the average tv film suidicator 
or producer toda\ the "rerun" show 
has come to mean the difference be- 
tween eating in Sardi's or Ciro's — or 
not eating at all. 

As Bud Austin, director of national 
sales for Official Films, one of the 
largest syndicators of rerun packages 
(My Hero, Terry & The Pirates, Oh,, 
Baby! and others), explained the situ- 
ation to sponsor: 

"Even if you sell a syndicated film 
show to a major client on a national 
basis for the first run, you'll be lucky 
to break even — or even recover 75' r 
— of your sales and production costs. 
If \ou re selling the first run on a mar- 
ket-by-market basis, \ou rarely recover 
more than 50'! the first time. Your 
recovery is even less in either case if 
you've shot in color as a long-term 
investment." 

Result; Although there are more 
than 50 new tv film series in produe 
tion now, there are also over 35 rerun 
series available to sponsors today (see 
14-page list of available tv films, start- 
ing page 67). 

Although the business in reruns is 
booming because of economie pres- 
sures on film producers and distribu- 
tors, reruns are finding an important 
place in the plans of many top clients. 

That s because rerun shows, in the 
past few \ears. have generally ex- 
ploded the old radio notion that "once 
a show's been on the air, brother, it's 
dead!" Evidence of this can be found 
in endless rating case histories and in 
such studies as the A.C. Nielsen report 
(see box at right) . 

Where once film syndicators sheep- 
i>blv sold rerun series at the back 
doors of agencies and advertisers, the 
film industry today gives a good rerun 
series the kind of balk boo once re- 
served only for the first-run properties* 

"Without any doubt we have taken 
the lead in the issue of reruns." Robert 
W. Sarnoff I then v. p. in charge of 
NBC's Film Division, now NBC execu- 
tive v.p.) stated recently. "New ARB 
statistics reveal that s\ndicated runs 
of network film programs — like our 
Victory At Sea and Badge 714 {Drag- 
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yior of reruns is often «is good us first run, is sometimes higher 



net) — in local markets generally equal 
their first-run network ratings when 
their competition and time placement 
is the same or similar. Because of the 
constant increase in tv homes, second 
runs often reach more homes than did 
the original showings — even if the re- 
runs show the same or slightly lower 
ratings." 

NBC Film Division, like other syn- 
dicators, can indeed make a strong 
point for the rerun show on the hasis 
of ratings. In New York, for example, 
Victory got a first-run ARB rating of 
5.2 back in November, 1952. In its 
New York rerun, Victory got an 11.3 
rating in October of last year— an in- 
crease of 153% in the number of 
homes reached. Some other increases 
for Victory between first and second 
showings: Chicago — 57%; Washing 
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San 



ton— 180%; Cleveland 
Francisco — 160%. 

Not all reruns, of course, increase 
their audiences at such an eye-opening 
rate. But — as the Nielsen study makes 
clear — many shows reach about the 
same rating level in reruns that they 
hit the first time around, usually with 
one-third or more of the audience 
composed of people watching for the 
second time. This has put a definite 
market value on the residuals of any 
well-rated film program. 

As George Shupert, head of ABC's 
Film Syndication Division said: 

"We would never have entered the 
highly competitive film syndication 
business with not one, but two top net- 
work programs — Racket Squad and 
The Playhouse (Schlitz Playhouse) if 
we had not been absolutely confident 
that reruns could make money for us 
and for our clients. Our confidence 
has been justified." 

Since reruns approach (and some- 
times pass) first runs in audience size, 
what do they cost? 

1. Depending on its original rating 
behavior in most of the leading mar- 
kets, the discount on the first-run price 
can be anywhere from 20 to 40% off. 
The higher the original rating, the 
less the rerun price is reduced. 

2. Dramatic anthologies seem to wear 
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Wo audiences watvh rerun 
film shows'? Vcw, reports new 
Nielsen study of repeats 

With ABC, CBS and NBC pawng 
the bill, researcher A. C. Nielsen re- 
cently made a study of the rating be- 
havior of repeat film shows during the 
I summer of 1953 versus winter months. 

A total of 103 telecasts on 13 pro- 
l gram series were checked to study re- 
1 run behavior. A control group of 90 
1 telecasts — similar shows, but not in- 
cluding any repeats — was examined to 
compare with reruns (see chart). 
Nielsen's conclusion : "Analysis in- 
1 dicates that the use of repeat films does 
| not significantly affect audience levels." 
L The average non-repeat show 
lost 7.6 rating points during the suni- 
I mer. Repeat film shows lost only 5.9. 

2. In the non-repeat group, the 
I average share of audience for the win- 
1 ter was 48.4% : for the summer, 
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best in the rerun market. MCA-TV's 
rerun Famous Playhouse, for instance, 
is composed of episodes from Ar- 
mour's Stars Over Hollywood and the 
spot-placed Gruen Theatre. Some 
shows, like CBS Film Syndication's 
Crown Theatre (in which Gloria Swan- 
son acts as the program "hostess"), 
are replays of that most durable of all 
general film dramas. Fireside Theater, 
which has gone around as many as five 
and six times. 

3. Nobody has fully explored the 
question of sponsor identification on 
reruns, particularly on shows for 
which the original sponsor built a 
tremendous merchandising campaign. 
Best bet:If you buy such a show, don't 
expect it to do all the work for you. 
Use as much merchandising as you 
can to back it up. * * * 



ANALYSIS OF I 

SHARE OF 
ANALYSIS GROUP 

ORIGINAL- REPEAT 



58.1% sg.gx 




50.2. 'r Repeating shows got a 52.1 r < 
share on first showings in winter; a 
52.2% share on summer reruns. 

3. Audiences don't tune out of re 
run shows. Nielsen "Audience-held 
Index ' showed that non-repeat shows 
had an AH1 of 90 in winter; in sum- 
mer. 88. For the film rerun shows: 
90 on first showing; 89 on second. 

4. Of those homes tuned to a repeat 
film show, an average of 41% had 
seen show before, but watched again. 
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Official Films' "Terry & The Pirates" had Us 
first run last year on national basis for Can- 
ada Dry, is one of many reruns now available 
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Half-hour drama tv film programs (average cost) 



Ctnl component* 


High- priced show 


Average »ho* 


Low 


»h<r* 


mi una 


si i:\akio 


$3,000 


(10%) 


$2,500 


(10%) 


$2,000 


( 9%) 




sri*i:H% isiov 


$2,500 


( 8%) 


$2,250 


-A u /c / 


$1,950 


( 9%) 




i>ii(i:< 'to it 


$1,000 


( 3%) 


$ 850 


( 3%) 


$ 800 


( 4%) 


II Ullllll 


l> 1 It 1 TO It \S ST/\ F I* 


$ 960 


( 3 % ) 


$ 900 




$ 850 


i 4%) 


IIIIIUIIIIIII 


t\\>n:iiAHi:.\ (2) 


SI 000 


( 3% > 


S 900 


V -J /C 1 


$ 660 


( 3%) 




CAST 


$8,340 


(25% > 


$6,800 


(25%) 


$5,415 


(25%) 




SHTS (CONSTRt CTION, OPERATION, DESIGN, 
I'ROl'S, DRAPERIES, ACTIOS I'ROI'S, TRANSPOR- 
lAllu.s, SI'hLIAL htrtLlj) 


$5,750 


<18%) 


$4,000 


(15%) 


$2,500 


tt 1 % ) 


F 


i.K.in i.\<; 


$1,000 


i 37c) 


$1,000 


( 4%) 


$ 925 


( 4%) 




W \KI>KOItl< (MAKEUP, UAIRDRESSING) 


$1,000 


( 3%) 


$ 800 


( 3%) 


$ 500 


( 2%) 


<iiniiiiiii 


111,11 (I'Ll'S PROCESSING IN LABORATORIES) 


$2,000 


( 6%) 


$1,900 


( 7%) 


$1,900 


( 9%) 




SOt/M) ItlX'OUIU.VC' (AND DVIiBING) 


$1,250 


( 4%) 


$1,200 


( 4%) 


$1,100 


( 5%) 




VMM KDITISG 


$1,200 


( 4%) 


$ 900 


( 3%) 


$ 900 


( 4%) 




i;i:.m:kal stuiho expenses, 

I iis ii rnii cc >Iisc. 


$3,000 


(10%) 


$3,000 


(12%) 


$2,500 


m%) 





TOTALS 



$32,000 



$27,000 



$22,000 



•Screen fiems ba-ed these lisures In Its report to Sl'ONSOU on a series of half hour dramatic shows on fllm utifch It produced 
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4. COSTS: $27,000 is average 

You pay most for talent, script and sets though percent allotted to each 



B^ ,/r lint producers of «.\ndiealed films face today in the 
way of production costs — and what advertiser? get for 
tlieir t\ film dollars — is outlined above. 

These cost figures are based on the experiences of Screen 
Gems, video suhsidiar\ of movieland's Columbia Pic- 
tures, in shooting such film series as Ford Theatre and 
the recently announced rather Knons Best. 

{Ford Theatre i* currently aired via the XHC TV web 
in more than 135 markets; its s\ ndicated a- first-run Your 
All-Star 'Theatre in others. Repeats of the original cycle 
are beginning to appear as All-Star in several of the pres- 
ent Ford market-.) 

The figures show graphically that the production of 
half-hour films in the most common budget categories is 
an expensive and complex process. 

"Suidicated tv films require a bigger capital investment 
than am other phase of the broadcast entertainment busi- 
ness," Ralph Colin, veteran film man and vice president of 



Screen Gems, told sponsor in a recent interview. 

'"You need production know how . top talent, and an a\t* 
erage of £27.000 per program to produce a good half-hour 
film drama." Colin added. "Probably. \oull have to show- 
proof of financing for the first 13-week series. And. you'll 
have to have a sound studio at \our disposal full time in 
order to produce at the rate of one half hour film per 
week for a large-scale syndicated film deal. 

Here's why: 

Sets: It takes about a day to put the sets up and a day 
to take them down on the average half-hour film show. 
Thus sets are an expensive item. 

Rehearsals-' At least two davs of cast rehearsals are 
needed. Usually, part of this is going on while the sets 
are heing built. 

Shooting: It takes about three days on the set to shoot 
the average half-hour film show. If location shots are 
needed, this may take a bit longer. 
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Major component in cost of half-hour tv film drama is talent. Above, CliTC Some 18% of show cost for high-priced drama (see chart at left) 
Ted Post rehearses Patricia Medina, Ben Astar for "Ford Theatre" OL I O ' s sets, Above, Tom Craycraft, one of Hollywood's top set designers 




show's budget level (see chart) 



Total elapsed time: At least a five-day week, plus over- 
time. (Overtime, incidentally, is time-and-a-half.) 

Admen will note in the cost data above that some per- 
centages — whether in the low. middle or high price cate- 
gory of typical half-hour production — stay relatively con- 
stant, while some fluctuate. 

Here are some of the reasons : 

The price for talent items (cast, writers) is often scaled 
to the production budget. High-priced shows will pay- 
more for actors, for example, to get top names. 

Some production percentages — like camerawork — are al- 
so relatively constant. More cameras are used on fancier 
shows, and the cameramen paid over-scale in many cases, 
as are the top sound men and film editors. 

Directors and production supervisors, more often than 
not, are paid a salary by the producing company which is 
a fixed item, rather than a percentage. Sometimes, a 
higher-priced director is used on a low-price show. * * * 



Cost components of tv film drama shows* 



SCENARIO 

rights to story purchasee 
scenario writers 
stenographic and mimeograph 

SUPERVISION 

supervisors and assistants 

DIRECTOR 

and associate 
assistant directors 
company grips 
company property men 
script clerks 

CAMERAMEN 

CASTS 

stars or leads 
supporting cast 
day players 
extra talent 
commissions 

OTHER COSTS 
set operating 
set handling 
set maintenance 
shrubbery 

materials and supplies 

construction labor 

striking 

scaffolds 

backings 

construction materials 

unit art directors 

draftsmen 

miscellaneous 

set dressings construction 

set dressers 

swing gangs 

set loss 

set damage 



set dressings purchased 

rentals 

draperies 

operating costs & materials 
drapers 

set operators and animal 

handlers 
action props constructed 
purchases 
transportation 
rigging and striking 
operating labor 
electric current 
wardrobe costs 
company wardrobo men 
costume rentals 
wardrobe costs 
company wardrobe women 
makeup artists 
hairdressers 

negative raw stock (film) 
positive raw stoc k 
film laboratory charges 
still laboratory charges 
recording crews 
sound equipment charges 
dubbing crews 
sound effect cutters 
film editor, asst. cutters 
projectionists 
laps and wipes 
titles 

stock shots 

director (of stock shots, 

special effects) 
operating labor 
laboratory charge 
social security taxes 
compensation insurance 
sound royalties RCA 
reserve for vacation 
reserve for retroactive salaries 



•Screen Gems 



25 JANUARY 1954 



59 



VtNAM IV 





WNOW-T 



KDSH TV 



WABD 



WNEM TV 



WGEM-T 1 




light source it a special cothode-ray 
lube designed and buill only by 
Du Mont. Face plete is optically cor- 
rected, af medium density and is 
nan-browning. Tube is operated ot 
45,000 volts on accelerating ring. 



KFBB-TV 



Multiplier phototubes 
are employed as pick- 
ups. Tube designed by 
Du Mont, provides ex- 
treme stability, long 
life and high signal-to- 
noise ratio. Cost of tube 
$55. Tube has practi- 
cally infinite life, bar- 
ring breakage. 




- - »C « j ^ 



Signal amplifiers are 
flat within 8 mc, permit- 
ting full amplification of 
color signals. Circuitry as 
simple as that encount- 
ered in audio equipment. 
All plug-in units, com- 
pletely accessible. 




for film pick-up I opaque pick-up 1 2x2 glass slide 



Finest reproduction of 16mm films 
— either new or old. Film moves 
through carrier silently, smoothly, 
minimizing chances of film break- 
age and wear. 



Automatic carriers provide for A" 
x 5" glossy or matte finish prints. 
Dual unit permits one carrier to 
be loaded while other is used in 
pickup. 



Automatic slide changer carrie;| 
standard 2" x 2" glass slides! 
Dual pickup feature permits blend I 
ing, or simultaneous pickup of twc,' 
signals at once when operating 
from film, slides or opaques.. 



KOOL-TV 



KWWL-TV 





The advonced method of film, opaque or slide pickup-~ready now!- -ready for you 
lor use in your television broadcasting operations todoy! 

The Du Mont Multi-Sconner offers o far more simple, more reliable and better method af electronic 
reproduction than ever available before. Film reproduction assumes studio pickup quality with all 
the original groy tones ond elimination af edge flare inherent in other film pickup systems. The 
|i,me true pickup is attoined when the Multi- Scanner is used on slides or apaques. 

Performance is only one of the mony outstanding advantages af the Multi-Scanner. Simplicity 
of operation is such that the system is practicolly outomatic. Threod the film in place, try it 
out if you wish, reverse the mechonism and you're reody to put the system in 
operation from o remote control ponel. 

Truly, the Du Mont Multi-Scanner has no equal 
—it is the modern pickup system — ready far you today. 




; complete Multi-Sconner 
orporating film, opaque and slide 
kup equipment. 



\ 




OPERATION: No shading adjustments 
necessary. Picture free from edge flare 
and shading. Completely automatic 
operation from a remote panel. 

DEPENDABILITY.- Simple mechanism 
Carries film at continuous, smooth rate 
of travel. No tearing, wearing stop and 
go action. 

PERFORMANCE: Gamma-corrected 
signals from Multi-Scanner brings out 
all gray tones of film, opaque or slides. 

VERSATILITY: Reversing feature per- 
mits "dry runs" by operator immedi- 
ately before going on air, without 
necessity of complete rewinding of film. 

SHRINKAGE COMPENSATOR: Film 
shrinkage compensator permits com- 
plete control of allowances for shrink- 
age. Pictures frame right with the 
Multi-Scanner, whether new or old film. 

COLOR: The Multi-Scanner is the only 
film system presently available that 
may be easily and quickly converted 
to color pickup. 



Production of Multi-Scanner units is now 
going ahead at full speed to meet {he 
ever-Increasing order* for this system of 
tomorrow, today. 




ALLEN \ DU MONT LABORATORIES, INC 



TELEVISION TRANSMITTER DEPARTMENT 



CLIFTON, K I 



10 lips on buying film 



IFiuotiriof guarantees: When buying a brand new' 
syndicated lilin series, particularly in a multi-market 
deal, always cheek the producer 's (or the syndieator- 
producer's) financial responsibility. Producing tv film 
series today sometimes involves a long wait on the part 
of the producer for a return on his initial investment. 
It's not at all impossible for a producer, even a good 
one, to be caught short on money, in which ease he may not be 
able to deliver the remainder of the series. Some clients today 
even require the producer to post big bonds before signing. 



Quality control: Pilot films aren't always a good 
gauge of of what a series will be like. If a series is 
not completed when it is offered to you, you will have 
to rely on the reputation of the producer or the symli- 
cator. Look at representative samples of his other series. 
Don't take chances, either; they can prove to be very 
costly. Independent producers, and most syndicators who 
also produce shows, are financed by banks who charge full rates 
of interest, and who have the producer in a corner. Therefore, 
the average producer isn 't likely to offer cancellation clauses. 



IHstributiou: Video clients should always check a 
syndicator's distribution facilities. Are the tv film prints 
carefully inspected? Are they cleaned and repaired? 
Does the symlicator have a reputation for delivering 
prints to stations in time for play dates? Does he carry 
insurance on the films while they are in his possession? 
And so on. Reason: The handling of tv films can become 
a huge problem. Big syndicators, like Ziv TV, NBC, CBS, Official, 
TPA and others have to handle as many as 1,200 prints per 
week. Clients who want commercials cut in should cheek eost. 



4 lie runs of tv films: Today, reruns are so well ac- 
cepted by clients and audiences alike that there is little 
of the original stigma ("They'll never get an audi 
ence") surrounding them. However, there are price 
differentials between first and subsequent runs on nearly 
all film packages in syndication, with the price dropping 
anywhere from 10 to 4()*p, depending on time slot, origi- 
nal rating, number of sets and stations in the market, and such 
like. It's wise for a client to check carefully on wdiether a show- 
is really a lirst run package, if it is offered for sale as such. 




Merchandising: Nearly all of the syndicators con 
tacted by sponsor in its survey of the m.-ide-for tv film 
industry offer varying degrees of merchandising assis- 
tance. The fanciest variety is offered by the top syndi- 
cators like Ziv TV, and by the syndication offshoots of 



the major tv networks. However, other syndicators and 
producers have developed some audience-attracting pub- 
licity gimmicks, which can range all the way from the franchised 
merchandise deals made with shows like Cowboy G-Mcn and 
Flash Cordon to personal appearances of stars (Libcracc) . 



fiT^»»lt' buying: Clients who are considering multi- 
market film deals on the scale of Canada Dry's sponsor- 
ship of Annie Oal'ley on a national basis, or regional 
deals like Johnston Bakeries' sponsorship of UTP's 
Ilockji Jones, should be careful in scheduling the starting 
dates of their film campaigns. Reason: The usual num- 
ber of prints supplied for even a "national" tv film 
deal (perhaps 50 markets) without extra charge to the client 
is around a dozen. These are shuttled between stations on a 
"bicycling" basis. Day-and-date starts mean costly extra prints. 




Legal protections: Just -as the financial responsi- 
bility of a producer and/or syndieator should be investi- 
gated before signing up for an important film program 
deal, so should the question of legal protection be ex- 
plored, veteran film buyers warn. There is, for example, 



the question of who, exactly, is responsible for the film 
during its various stages of travel (ageney, client, pro- 
ducer, syndieator, shipper, station). Also, clients should check 
on the protection they are offered against crank lawsuits, morals 
questions with talent, retroactive union increases, and so forth. 



Heseareh: The same warnings that apply to the pur- 
chase of live shows on the basis of broadcast research 
apply to the buying of tv films, particularly reruns. 
Ratings may be cited as being "typical." These should 
be checked, if they are being used as a strong factor in 
show purchase. The ratings may be old and made back 
in the days when the show had only minimum competi- 
tion. Or they may have been made in one-station markets, in 
which case they do not reflect the ability of the show to attract 
audience in multiple-station markets. Ratings are only- a guide. 



Exclusivity: New tv stations have appeared with 
great regularity across the face of the U. S. in the past 
few months. Many of these new tv markets overlap with 
old ones. Therefore, a sponsor who is buying a syndicated 
film series should be careful that the same program will 
not be seen in a serious overlap with his campaign. It's 
possible today for a sponsor to buy a show- as "first- 
run" in a new tv market only to find that the "second run" 
showing — perhaps by a leading business competitor — is being 
seen by a sizable percentage of exactly the same audience. 



Station contracts: Although the number of 
multiple-affiliate stations is dropping in the big tv 
markets, it 's still wise to check on preemptions and 
"misses" in time contracts. Reason: Certain spe- 
cial tv programs, like Presidential speeches, major 
news and sports events, and suchlike can "bump" 
a locally slotted film advertiser out of his usual time 
Unless the time contract with the station spells out clearly that 
the advertiser will get a "make good" in his regular time slot 
sponsor may get one which does not rcaeh the right audience* 
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SPONSOR 




SALES POP UP WITH RED SKEITON 



Radio's slap-happiest 
most lovable clown 



Starring «n 







v 



5 HOWs 

""•-"•Mm, 



260 zany, 
zmgy naif-hours! 



■ *— s rep ; Pf/? swr 

SALBi °' ed 




Bubbling over with 
fu'n for everyone* 



F0K STAT/0N* w a 




A NEW HI 



ttHARIiy// 

4^ 



EVERYBODY SHOUTS 



I DOOD 

ZIV'S ROLLICKIN', ROARIN' 
RADIO LAUGH-FEST 



NOW ... FOR THE FIRST TIME . . . AVAILABLE 
LOCALLY TO STATIONS AND SPONSORS 



THE 




VJ 





J 



\ 



\ 



SHOW 



Complete Promotion 
Bock-Up Plon includes 
colorful, humorous 
posters, od mots, rodio 
announcements, pub- 
licity stories on 
photographs. 





PROGRAMS: Syndicated shows arranged by length and subject matter 



ONE HOUR FILMS 





TYPE & NAME OF 


SHOW 


RUNNING T 
(MIN.) 


ME 

PRODUCER 


3«ut3 AttL NT 


COST RANCf 


MO COM 
HUIIO 




OAAFfiY 















)LISH STAGE STARS 




60 


Victor Tv 


Victor Tv 


On rcquett 


10 




OCUMENTARY 
















\M & ECCES 




S3 


J. S. Blackton 


). A. Eisenbach 


On rcquett 
On request 
S400-S50 


1 • 




ARCH OF THE MOVIES 




S3 


J. S. Blackton 


). A. Eisenbach 


1' 




(LAND IN AMERICA 




53 


Victor Tv 


Victor Tv 


!• 




RAMA, GENERAL 




ON MIKE 




S4 


Kagran 


Kagran 


On request 


1* 




NC'S CROSS ROADS 




60 


Sterling 


Sterling 


104 

26 

'Pl*n 26 > 




iC FILM FEATURES 




S4 


Var. studios for NBC Film 


Div. NBC Film Features 


On request 

4S% class '-A" 
time rate 




RANCE ADVENTURES 




54 


C. F. Foley 


C. F. Foley 




EATER U.S.A. 




53 


Normandie Prod., Inc. 


C. Bagnail & Asso. 


On request 


9 




TAPIX FEATURE THEATER 




S4 


Princess Pictures, Inc. 


Vitapix Corp. 


On request 


S iPIJn 26) 




USICAL 




LISH PARADE 




53 


Victor Tv 


Victor Tv 


S300-47S 


10 




LISH PROCRAM, THE 




53 


Victor Tv 


Victor Tv 


SS00-700 


3 




■LIGIOUS 
















YHOOD OF MOSES 




54 


J. A. Eisenbach 


J. A Eisenbach 


On request 


1* 




RD'S FOOTSTEPS, THE 




60 


Library 


Lakeside Tv 


On request 


!■ 




\oRTS 
















Lamerican wrestling 




54 


Crosley 


Kling 


On request 


6S 




WCSIDE WITH RASSLERS 




60 


Fairbanks 


Consolidated 


On request 


s: 




DCK CAR CHAMPIONS 




52 


Dagger Prod. 


Stock Car Film Co. 


On request 


13 




*AS RASSLIN' 




54 


Sportatorium 


Maurice Beck 


SSO-300 


82 


Japix wrestling in hall 


STADIUM 


54 


G. S. Johnstone 


Vitapix Corp. 


On request 


39 


i 


NESTLING— HOLLYWOOD 




60 


Paramount 


Paramount 


SI 00-400 


Continuous 




lESTLINC FOR TV 






Film Association 


Crosley 




52 


[jiESTLINC FROM INT'L AMPHITHEATER 


54-6 


I.W.F., Inc. 


Davis & Lukas 


On request 


Continuous 


j 


[estlinc with the girls 




54 


Crosley 


Kling 


On request 


13 




Astern 














1 


PALONC CASSIDY 




54 


Wm. Boyd Prod., Inc. 


NBC Film Div. 


On request 


S4 




<AS KID, THE 






Franklin Tv 


Ceo. Bagnail & Assoc. 




(• 




APIX WESTERN THEATER 




S4 


Monogram 


Vitapix Corp. 


On request 


27 




HALF HOUR FILMS 


- 


VENTURE 




/ENTURE INTO SPACE 




30 


Nasser- Bien 


Nasscr-Bicn 


On request 


In prod 


vICHAIR ADVENTURE 




26:30 


Sterling 


Sterling 


On request 


S2 


* 
i 


ICNMENT UNKNOWN 




27 


C. Lester 


C. Lester 


Open 


1" 


CAME HUNT 




26:20 


Explorer's Pictures 


Specialty Tv 


$125-1000 


26 


BIDER PATROL 




26:30 


Clampett 






In prod. 


I NA SMITH 




26:20 


Tableau 


PSI-TV ■ 


On request 


26 


< Y DETECTIVE 




26 


Revue 


MCA Tv, Ltd. 


On request 


39 


C'DE BEATTY SHOW** 




26:20 


Commodore 


Commodore 


On request 


4 


t 


kCKDOWN 




26 


David Hire 


Stuart Reynolds 


On request 


1' iPlan 521 


c 


SEROUS ASSIGNMENT 




26:30 


Don levy 


NBC Film Div. 


$75-2000 o.r. 


39 


r 


K TRACY SERIES 




25:40 


Snader 


Combined Tv-Pictures, Inc. 


S25-2SO 


39 


. 

i 


FU MANCHU 




26:30 


Times Square Prod. 


Times Square 


$200-4000 


1* 


. , = 

i DOCTOR 




30 


Gene Roth 


Ceo. Bagnail & Assoc. 


On request 


)• 


E 


OSE 




26:20 


Commodore 


Commodore 


On request 


Plan 26* 


* 


i FIGHTING MAN 




26 


United World 


United World 


On request 


13 


F 


LOW THAT MAN 




26 


Wm. Esty Co. 


MCA-Tv 


On request 


26 


F 


EICN INTRIGUE 




26:25 


S. Reynolds 


). W. Thompson 


On request 


39 cbnt. 


r 


"ER, THE 




30 


Pathescope Producers 


William Esty Co. 


On request 


13 


1 


:D THREE LIVES 




26:30 


Ziv 


Ziv 


On request 


39 


F 


TNOTES: 'Pilot film. v * Color. 


tNew company 


National Telefilm 


Associates now syndicates all PSI-Tv 


properties mentioned In this chart 







HALF HOUR FILMS— continued 



TYPE L NAME OF SHOW 


RUNNING TIME 
( M 1 N ) 


PRODUCER 


SALES AGENT 


COST RANGE 


NO. COM- 
P L ET E O 


ADVENTURE — Continued 






- = 


, 




I'M THE LAW 


26 


Cosman 


MCA-Tv, Ltd. 


On request 


26 


INTERNATIONAL ADVENTURE 


26:30 


Cine-Tele 


Official 


On request 


26 


JACK LONDON ADVENTURE THEATER 


26:20 


Mutual Tv 


Stuart Reynolds 


On request 


3 (Plan 521; 


JOE PALOOKA 


26 


Cuild Films 


Cuild Films 


5100-2000 


39 


LAST MILE. THE 


26:30 


Victor Tv 


Victor Tv 


On request 


52 


OPERATION UNDERGROUND 


26:30 


Clobe Tv 






(Plan 131 


ORIENT EXPRESS 


26:20 


John Nash 


PSI-Tv 


On request 


3 (Plan 491 


PHANTOM PIRATE 


26:30 


William Broidy 


William Broidy 


On request 


2 (Plan 521 


PULSE OF THE CITY 


26:30 


M. Simon 


Condor 


On request 


3 


RAMAR OF THE (UNCLE 


26:30 


Arrow 


Television Prog, of America 


On request 


52 


RENFREW OF THE ROYAL MOUNTED 


26:20 


M&A Alexander 


M&A Alexander 


On request 


13 


ROBIN HOOD 


26:30 


Hal Roach Jr. 


Official Films 


On request 


1* (Plan 261 


ROCKY JONES, SPACE RANCER 


26:10 


Roland Reed Prod. 


United Tv Programs, Inc. 


S51-1850 


13 (Plan 261 


secr:t file u.s.a. 


26:30 


Dreifuss 


Official 


On request 


26 


SEVEN SEAS TO DANCER 


26:30 


Verschel Prod. 


Film Network, Inc. 


On request 


1* (Plan 39J 


TERRY & THE PIRATES 


26:30 


Dougfair 


Official 


On request 


26 


TREASURE OF THE BAHAMAS 


27:30 


Tolstoy-Kayfetz 


Sterling 


Open 


1 


WATERFRONT 


26:10 


Roland Reed 


United Tv 


On request 


13 (Plan 39 


CHILDREN'S 


ARABELLA'S TALL TALES'* 


30 


J. J. Franklin 


Ceo. Bagnall & Assoc, 


On request 


1° (Plan 39 


CAPTAIN BREEZE 


26 


Tressel 






1* 


CALL OF THE EVERCLADES 




Ball Productions 


Ball Productions 




1* 


COME TO THE CIRCUS 


28 


Library 


Lakeside Tv Co. 


On request 


1* 


THE CREAT FOODINI** 


24:30 


Fletcher Smith Studios, Inc. 


Fletcher Smith Studios, Inc. 


SI 00-750 


20 


HANS CHRISTIAN ANDERSON TALES 


26:30 


Interstate Tv Corp. 


Interstate Tv 


On request 


26 


JUNIOR CROSS ROADS 


30 


Sterling 


Sterling 


S50-200 


52 


LITTLE MATCH CIRL, THE 


27 


European Tv Corp. 


RCA Recorded & Tv Film Service 


On request 


1* 


MYSTERY PRINCE 


26 


Kagran 


Kagran 


On request 


(Plan 1.31 1 


FR'VATE life of a cat 


20 


Alexander Hammid 


Outlook Prod., Inc. 


S25 


1* 


SLEEPY JOE 


26:30 


J. McCaughtry 


United Tv 


S35-375 


13 


TEXAS BLUEBONNET SERENADE** 


27 


M. Riddick 




On request 


1* 


"THUNDERBOLT" THE WONDER COLT 


26:30 


Clampett 


Open 


Open 


Weekly 


COMEDY 


ABBOTT & COSTELLO 


26 


TCA 


MCA-Tv, Ltd. 


On request 




AMOS 'N' ANDY 


26:30 


CBS 


CBS TV Film Sales 


SI 00-2000 


65 


ARCHIE— JOHNNY— CHARLIE 


26:30 


Victor Tv 


Victor Tv 


On request 


26 


BED & BOARD 


26:30 


Cale, Inc. 




$17,000 network 


1* (Plan 


BOSS LADY 


26:30 


Wrather 


M&A Alexander 


On request 


13 


DECOY 


25 


L. Helhcna 


L. Helhcna 


$6500 


1* 


FEARLESS FOSDICK 


26:30 


Times Tv 


Sterling 


On request 


13 


HANK McCUNE SHOW 


26:30 




Atlas Dist. Corp. 


On request 


13 


JACKSON AND JILL 


30 


Fairbanks 


Consolidated 


On request 


13 


JOE E. BROWN 


26:30 


Hal Roach Jr. 


Official Films 


On request 




KATE & THE KIDS 


27:30 


Regency 


Sack Tv 


On request 


1* 


LAZY BAYOU 


26:30 


Brinckerhoff Prod. 


Brinckerhoff Prod. 


On request 


1* (Plan 


LIFE OF RILEY, THE 


26:30 


Hal Roach Jr. 


NBC Film Div. 


On request 


26 


LIFE WITH ELIZABETH 


26 


Cuild Films 


Cuild Films 


$75-1800 


39 


MEET CORLISS ARCHER 


26 


J. L. Saphier 


J. L. Saphier 


On request 


(Plan 39 


MY FAVORITE COUPLE 


26 


Tom Kellcy 




On request 


1* (Plan 


MY HERO 


26:30 


Don Sharpc 


Official 


On request 


39 


OLD TIME MOVIES 


26:30 


J. S. Blackton 


J A. Eisenbach 


On request 


26 


PRIVATE SECRETARY 




Chertok 


Chertok 


On request 


Planned 


RUCCLES, THE 


26 


Television Prod. 


Station Dist. 


50% "A" time 


52 


SADIE FERCUSON, Postmistress 


30 


Cinccraft 




On request 


1 • (?1| 


SKIN DEEP 


24:30 


F. Smith 




Open 


1* (?) 1 


WARDEN DUFFY OF SAN QUENTIN 


27 


Swartz-Doniger 




On request 


13 



FOOTNOTES: MMIol fllm. "Color. 



HALF HOUR FILMS— continued 



TYPE &. NAME OF SHOW 


RUNNING TIME 
(MIN.) 


PRODUCER 


SALES AGENT 


COST HANCC 


NO COM 
••LI Tf O 


OCUMENTARY & EDUCATIONAL 
i_ . — 










{VENTURES IN LIVINC 

U— — — 


26:30 


Sterling 


Sterling 


On request 


26 


i' IMALS OF THE WORLD 


26:30 


J. A. Eisenbach 


1 A [|,..L, _L 

J. A. tiicnoJcn 


On request 


1 j 


ErOND THE CALL 


26:30 


Globe Tv 




Plan 39 


— 

|REERS THAT CHANCE YOUR WORLD 


30 


Screen Gems 






3 


I'vALCADE OF THE CRAFTS 

fr ^ 




Times Square Prod., Inc. 


i iniL^ jquijrc rroo.. Inc. 




39 


flLD AND HIS THUMB, THE 

I - 


20 


J. Sillman 


Outlook Prod.. Inc. 


SS0-300 


!• 


tRISTMAS DECORATIONS** 


30 


Cine - Video 


Cine-Video 




1* 


tjSADE IN EUROPE 


20 


20th Century Fox 


20th Century Fox 


On request 


26 


;JSADE IN THE PACIFIC 


26:30 


March of Time 


March of Time 


$460 


26 


MS FROM BRITAIN 


20 & 27 


British Government 


British Information Services 


SIS-100 


400 1 tnr l,,H 
mif 100" I 


SD & SEAL 

% 


26:20 


- _ _ 

Leslie Roush 




On request 


1" iPlan 26) 


kDLINE HISTORY 


15-30 


Tclcncws 


Sterling 


On request 


13 


JH TOWER 


24;S0 


Dynamic 


Dynamic 


On request 


1 ' 


■('.LAND, A MODERN COUNTRY 


18-19:30 


Netherlands Information Service 


Netherlands Information Service 






IV DOES YOUR GARDEN CROW 


26:30 


John Ott 


International Film Bureau 


On request 


26 'Plan S2i 


JT 1 

IV TO CET THE MOST OUT OF LIFE 


30 


Chertok 


Chcrtok 




Planned 


r'DE TIBET 


30 


Kayfctz 


Association Films 


SS0-300 


1" 


"SCAN HAPPEN HERE 


30 


C.E.G. 


Film Network, Inc. 


On request 


1* 'Plan 261 


IMHATTAN MONTAGE 


30 


Tv Snapshots 


Tv Snapshots 


SI 500 


13 cont. 


IfiCH OF TIME 


30 


March of Time 


March of Time 


SSO-2000 


Con tinuous 


fltCH OF TIME THROUGH THE YEARS 


30 


March of Time 


March of Time 


$50-1000 


26 


Mil 


26 


Tom Kelley 




On request 


!• 'Plan 13) 


9t GERMANY 


26:30 


Maurice Blein 


|. A. Eisenbach 


On request 


•t8 


f/TERN FOR SURVIVAL 

! 1 1-! : • 


20 


Cornell 


Sterling 




!• 


Itography IS FUN 


26:30 


Irvin B. Levin 


Degncr & Assoc. 


On request 


Continuous 


r 

jlAR SCIENCE 


30 


T. Anguish 


T. Anguish 


% Class "A" 


39 


f WAR POLAND 


27 


Victor Tv 


Victor Tv 


$2S0 


2 


H = ■ 

5RT TO THE NATION 

» 


26:30 


B.C. Trading 


Zach Baym 


On request 


13 


> h ING OF THE 7 SEAS 


26:30 


J. A. Eisenbach 


J. A. Eisenbach 


On request 


13 


« ( RA JOURNEY 


18:4S 


Libra Films 


Libra Films 


S6S-S00 


1* 


CTH AMERICAN TERRITORY 

U 


26:30 


R. Emtone 


J. A. Eisenbach 


On request 


13 


'tY OF MANKIND** 

ft 


26:S0 


Times Square 


Times Square 


S2S0-45OO 


Scripts 


'SET U.S.A. 


19 


Cornell 


Sterling 




1 • 


1 IS CANADA 


26:30 


). La Blanc 


). A. Eisenbach 


On request 


1 3 


HLL OF YOUR LIFE, THE** 


26 


Thrills Unlimited 


L. Weiss 


SS5-1100 


13 iPlan S2t 


'FVSURE OF COCOS ISLAND 

- ' 


26:30 


P. Parry 


P. Parry 


9o of time rate 


1 • 


IORGIVEN CRIMES 


26:30 


Victor Tv 


Victor Tv 


On request 


16 


— i — — = 

rV.EY OF THE STANDINC ROCKS 


24 


T. J. Barbre 


T. J. Barbre 


On request 


1 


'1 ORY AT SEA 

-4 


26:2S 


Henry Saloman for NBC Film Div. 


NBC Film Div. 


On request 




'li. MEXICO 


2S 


Dynamic 


American Air Lines 


On request 


1 • 
1 


V_RE DOES IT CET YOU? 


16 


Century Producers 


Outlook Prod., Inc. 


S2S 




HO CLOSEUP 


26:30 


Zach Baym 


Zach Baym 


$30-90 


26 


%\MA — General 


If LINCOLN'S STORY 

-J 


26:30 


W. Schwimmer 


W. Schwimmer 


On request 


1* 


VENTURES OF MR. WHIPPLE 


26 


C. F. Foley 


G. F. Foley 


$12,S00 network 
$100-800 


2 'Plan ?t 


► RICAN WIT & HUMOR 


30 


March of Time 


March of Time 


SS0 19S0 


13 


W.tYMORE, ETHEL, TV THEATER 


26:30 


Interstate Tv Corp. 


Interstate Tv 


On request 


13 


il l BAKER 


26 


Revue Prod. 


MCA-Tv. Ltd. 


On request 


26 


il'TOWN 


26:20 


Gross-Krasne 


United Tv 


On request 


78 


> HISTORY 


26:30 


William Broidy 


William Broidy 




3 (Plan 26) 


•'ALCADE OF AMERICA 


26 


Sovereign 


Stuart Reynolds 


On request 


10 


;C^ITERPOINT 


26:10 


Bing Crosby 


United Tv 


S51-1500 


26 


— t — - 

KjLAS FAIRBANKS PRESENTS 


26:30 


Dougfair Corp. 


NBC Film Div, 


On request 


39 


„-4 — 

'L,TRIC THEATER 


26 


Screen Televideo 


Screen Televideo 


On request 


26 


1 — ; ^ , 

A5US PLAYHOUSE 


26 


Revue 


MCA-Tv, Ltd. 


On request 


194 


rt— . 

\>RITE STORY** 


26:30 


Ziv Tv 


Ziv Tv 


On request 


39 



^NOTES: 'Pilot film. ••Color. 



HALF HOUR FILMS— continued 



TYPE & NAME OF SHOW 


RUNNING 
(MIN 


TIME pRnnurrR 


Cai cc a r r ait 
oALtb AGENT 


COST RANGE 


NO. COM. 
PLETEC 


DRAMA — General 












FEMALE OF THE SPECIES 


26:30 


Hal Roach jr. 


Official Films 




1 * ( Plan 261 


FOUR STAR PLAYHOUSE 


26:30 


Don Sharpe 


Official 






CENERAL ELECTRIC THEATER 


26 


Sovereign 


Stuart Reynolds 


On request 


26 


GLORIA SWANSON SHOW 


26.30 


Bing Crosby 


CBS TV Fijm Sales 


$60-2500 


26 


GREAT LOVES 


26:20 


V. Pahlen 


PSI-TV 


On request 


<Plan 26) 


HFART Or THE CITY 






UnitfH Tv 

UNI 1 I.U IV 




1 1\4 
1 \J1 


HOLLYWOOD AT WORK 




Official 
\j 1 1 i^id i 








HOLLYWOOD HALF HOUK 


26*30 


Fairbanks 


CornftliH.3 toH 
wi i jviiud iiru 


On request 




HOLLYWOOD STUDIO PLAYHOUSE 


27 


Simmel-Meservey 


Lakeside Tv 


Open 


13 


HOUSE ON THE HILL, THE 


26 


Cincscope 


Sterling 


On request 


1« 


HOW TO CET A HUSBAND 


30 


All-Scope Pictures, Inc. 


All-Scope Pictures, Inc. 


Open 


1" 


IMPULSE 


26:30 


Don Sharpe 


Official 




26 


INTO THE UNKNOWN 


26 


G. F. Foley 


C, F. Foley 


$15,000 network 


3 Plan C> 


icxwn co*c cunu/r acc 
JcWtLcK j inUWLMbt 


26 


So vcroiitjn 


^tujrt RpvnntHc 


c , n rem wet 

\j > i requv>T- 


i * 


] UVt IN 1 Lt Dt LI N yU t NL T 


24 '30 


W A m rTtrtnH ProH uf pr t 
rioiiiiiiuiiij rivuwvcis 




On request 


1 • l Plan CI 

1 * run 3i 


1/ it,if'r rortc? onAnc 
KINu b L-RUjo 


30 


Sterling 


Sterling 


tin r0fiii0t t 


104 


1 Al/CCmC LI A I C u AMD CCATIIDCC 

LAKtblDt HALr-HUUK rtAIUKti 


28 


Lakeside Tv 


Lakp^iHp Tv 




in 


MARK TWAIN IntAltK 


30 


Filmrraft ProH 
riiin^ioi i rivu. 


Roh Mjirv 


^1 nnn ?^ nnn 


1 • 

1 


MtN Or JUi 1 IV. c 


26:10 


Roland Rccd 


United Tv 


On rsfiiioft 


13 1 rlon 


tin kl 1 /~UT 1 A I c 
MR. NIL»n LJNviALc 


26 


Chcrtok 


Chertok 

\* 1 1 v 1 




D 1 in nttA 


/\i|r IliIAki TUC ATED 

ONt MAN IntAltK 


26 


Tv Films of America 


J. Parker 




' Plan 7KI 


ni A VU AMCC TUC 

PLATHOUst, IHt 


26:30 


IUtPr.Hi.4n Pirfurot 

IVf^l lUlyll r ItlUID 


ABC Film SvnH 


C7n i inn 




PLAT Or 1 Ht WttK 


26:10 


FHwJirH 1 Pu/K 

L. U <rf o| U t <rf I 3 


PSI-Tv 


un requesr 


CO 


ROYAL rLATnUUit 


26 :10 


Bing Crosby 


IlnitpH Tv 
vnii cu i v 


_R*:n 

9 J 1 -OJU 




SICNET CIRCLE THEATER 


26:10 


Andre Luotto 


United Tv 


On request 


13 (.Plan 21 


SOVEREICN THEATER 


26 


Sovereign 


Stuart Reynolds 


On request 


26 


STORY THEATER 


26.30 


Grant-Realm 


Ziv Tv 


On request 


26 


STRAW HAT THEATER 


26 


Wash. Photo 


Audio Video 


60% Class "A" 


Weekly 


TALES OF TOMORROW 


26.30 


C. F. Foley, Inc. 


C. F. Foley, Inc. 


$12,500 network 
c i ryi 7cn 


26 


TCI CVInTO. TMFATFR 


26 


^crppn Tplpviripn 


j^iccn 1 t IC v IOCO 


On request 




TD All Rl A7PDC 
1 RAIL DLMLEKj 


26:30 


Wm. Broidy 


Wm RrniHv 

TV 111 . Dl VI u y 




7 rPliH ? 

^ irun 


MklCYDCfTcn TUC 


26:30 






On request 




vn 1 ArF TAI F THE 

V ILLAUC l«LC, i n t 


26 


Cincscope 


Sterling 


On rPniiAtt 


1 • 
1 


WirlTAD TUC 
V 1 j 1 1 ul> 1 n L 


26 


Marion Parsonnet 


MRC Film Div 

II Dv ill III l/l Vi 


On request 


*t*t 


VI/ ITf~U f~D A FT 
Wl 1 LjPlvRMr 1 


26:30 


C. H. Norton 


C H Nnrtnn 
\r * ft • nui tun 


On request 


1 i ri*n 


WOMEN'S PRISON 


26:30 


Cale Inc. 




On request 


(Plan 13 


WORLD THEATER 


26:30 


Cine-tele 


Official 




26 


YOUR ALL STAR THEATER 


26:30 


Screen Cems 


Screen Gems 


On request 


65 


YOUR TV THEATER 


26:30 


Frank Wisbar 


Ziv Tv 


On request 


54 


MUSICAL 


ENCHANTED MUSIC 




United Tv Programs 


United Tv Programs 






HAPPY HILLS 


27:30 


Regency 


Sack Tv 




1" 


HOLIDAY IN PARIS 


26:30 


John Nasht 


CBS TV 


$30-1200 


13 


HOLLYWOOD SPOTLICHT REVIEW 


2S:30 


Studio Films 


United Tv 


On request 


26 


LlBERACE 


26 


Louis D. Snadcr 


Guild Films 


$100-2850 


11,7 | 


MAKING MUSIC 


26:30 


Victor Tv 


Victor Tv 


On request 


13 


MUSIC FOR EVERYBODY 


27 


Spaeth & Berman 


Sterling Tv 


Approx. $500 




MUSIC MAN 


26:30 


Victor Tv 


Victor Tv 


On request 




MUSIC TO REMEMBER 


varied 


Screen Gems 


Screen Gems 


$50-150 


13 1 


MUSIC U.S.A. 


26:30 


Victor Tv 


Victor Tv 


On request 


52 1 


OLD AMERICAN BARN DANCE 


30 


Kling 


Kling 


$40-450 


26 1 


PAN AMERICAN SHOWTIME 






Standard Television 




13 | 


PARADISE ISLAND 


26:30 


Fairbanks 


Consolidated 


Open 


26 1 


SAPPY 


2630 


Victor Tv 


Victor Tv 


On request 


13 I 


THIS IS HAWAII" 


30 


]■ ]. Franklin 


Geo. Bagnall & Assoc. 


On request 


26 iPIj2 1 


VARSITY U.S.A. 


26:30 


Barney Ward 


CBS Film Sales 


Open 





FOOTNOTES: M'llot nlm. ••Coloc. 




"top grade" 

A top-grade cast headed by Jackie 
Cooper, and the outstanding direction 
of Ted Post, form the blend ofjn 
ents which make for a 



"first c\a ss and 



firs 



. class- 



a network-proven series 
you can now buy for local sponsorship 
.•.first run in over 134 markets! 




Joan Caulfield 



Jackie Cooper 



Peppy Ann Garner 



John Ireland 



You can't buy reviews like these, but you can buy the show 
that won them ... 26 films from the current Schlitz Playhouse 
of Stars series, sparkling with big box-office names, with 
stories by such "greats" as Somerset Maugham, F. Scott 
Fitzgerald. A prestige program with proven audience appeal 
. . . here's a unique investment for smart TV advertisers! 



LOOK AT THESE LOCAL RATINGS: 



Boston 
Dayton 
Minneapolis 



32.8 
30.5 
29.5 



St. Louis 
Chicago 
Seattle 



41.5 
25.2 
46.0 



Rating source: Telepulse, Dec. 1952 



ABC FILM SYNDICATIO 

IN NEW YORK: DON L. KEARNEY, 7 WEST 66TH STREET, SU 7-5000 
IN CHICAGO: JOHN BURNS, 20 NORTH WACKER DRIVE. ANDOVER 3-0800 
IN LOS ANGELES: BILL CLARK. ABC TELEVISION CENTER. NORMANDY 3-3311 
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HALF HOUR FILMS— continued 



TYPE & NAME OF SHOW 



RUNNING TIME 
(MIN.) 



PRODUCER 



SALES AGENT 



COST RANGE 



NO. COM- 
PLETED 



MYSTERY & SUSPENSE 



ANTHONY ABBOTT 
BADCE 714 
BOSTON BLACKIE" 
CAPTURED 

CASE BOOK OF FEAR 

CASES OF EDDIE DRAKE 

COLONEL MARCH 

CRAIC KENNEDY, Criminologist 

CRIME CRUSADER 

CRIME RATE 

FILES OF JEFFREY JONES 

FRONT PACE DETECTIVE 

HOLLYWOOD OFF-BEAT 

INNER SANCTUM 

INTO THE NICHT 

INVITATION TO CRIME 



26 
26 
26: 
26 

26 
26 
26 
25 
26 
26 
26 
30 
26 
26 
26 
27 



30 

30 

30 

:30 
:30 
:40 



:30 
30 
30 

20 



Affiliated Artists 
Dragnet Prod. Co. 
Ziv Tv 

Phillips H. Lord 

Howard C. Barnes 
H. Strook 
Panda Prod., Ltd. 
A. Weiss 
Times Square 
Victor Tv 
L Parsons 
Fairbanks 
Parsonnct 



Affiliated Artists 
NBC Film Div. 
Ziv Tv 



NBC Film Div. 



On request 
On request 
On request 
On request 



T* (Plan 52) 



48 



78 
26 



Ceneral Entertainment 

CBS TV Film Sales 

Official Films 

L. Weiss 

Times Square 

Victor Tv 

CBS TV Film Sales 

Consolidated 

United Tv 



S50-1250 



On request 



(Plan 26) 

13 

26 



$80-1600 
$125-2250 



26 



On request 



Scripts 
13 



$40-1500 



39 



On request 
$51-600 



39 
13 



30 



Galahad Productions 

Sterling 

Telecast 



NBC Film Div. 



On request 



39 



Sterling 
Telecast 



$35-450 



26 



$100-1000 



MAYFAIR MYSTERY HOUSE 




Edw. J. & H. L. Danziger 


Paramount Tv 




7 (Plan ?) 


lON t WOLr, THE 


26 


Cross-Krasnc 


United Tv 


On request 


(Plan 26) 


NEXT 30 MINUTES 


27 


C. Lester 


C. Lester 


Open 


1* (Plan ?) 


NICHT BEAT 


26:30 


Don Sharpe 


Official Films 


On request 


1* 


RACKET SQUAD 


26:30 


Hal Roach Jr. 


ABC Film Synd. 


$75-1500 


98 


SCOTLAND YARD 


26:30 


P.M. Sales Co. 


Du Mont 


$30-490 


13 


SECOND CHANCE 


26:30 


Times Square 


Times Square 


$12,500 network 
$125-2250 


Scripts 


SLEEP NO MORE 


26:30 


Times Square 


Times Square 


$12,500 network 
$125-2250 


Scripts 


WHO DUN IT? 


26:30 


Victor Tv 


Victor Tv 


On request 


13 


WRATH OF THE CODS 


27 


Telecast 


Telecast 


$100-1000 


1» 


NEWS 


TELENEWS WEEKLY 


17 


Telenews 


INS 


On request 


Weekly 


UNITED PRESS MOVIETONE NEWS 


30 


Movietone 


United Press 


On request 


Weekly 


NEWS FEATURE 


CANDID CAMERA 


27 


Funt 


Funt 


$125 


100 


FACTS FORUM 


26:30 


Byron, Inc. 


Facts Forum 


On request 


Continuous 1 


MACIC LAMP 


30 


H.T.P. 


Dallas, Tex. H.T.P. 


$1500 


26. 


SPECIAL DELIVERY S.O.P. 


30 


Hollywood Tv Prod. 


Hollywood Tv Prod. 


35% of t.c. 


5 


QUIZ 


CALL THE PLAY 


15 & 30 


Leonard Key Prod. 


Tv Exploitation 


On request 


156 


CALL YOU 


26:30 


Victor Tv 


Victor Tv 


On request 


26 


DO YOU KNOW WHO 


26:30 


Victor Tv 


Victor Tv 


On request 


26 


NAME THE STAR 


26:30 


Victor Tv 


Victor Tv 


On request 


50 


VISEO 


26:30 


Films for Tv, Inc. 


Films for Tv, Inc. 


% of station 
rate 


13 (Plan?ifl 


WATCH CLOSELY 


26:30 


Coffman Film Co. 


Coffman Film Co. 


On request 


1* (Plan 2l 


WHAT'S YOUR EYE-Q? 


15 & 30 


Lewis & Clark 


Lakeside Tv Co. 


$12.50-240 


Continuous^ 


WHO SAID IT? 


26:30 


Victor Tv 


Victor Tv 


On request 


50 


RELIGIOUS 


CHILDREN'S CHURCH 


26 


A. Lang 


A. Lang 




Weekly ■ 


DOORWAYS TO DECISION 


20 


Scripture Films 


Film Studios 


S37.50 




FRONTIER PARSON SERIES** 


26 


Scripture Films 


Scripture Films 


On request 


13 


COD'S ACRE OF DIAMONDS 


20 


Scripture Films 


Film Studios 


$37.50 




CUIDINC STAR 


26:30 


Admiral Pictures 


Zach Baym 


On request 


1* 


HOLY NICHT 


26:30 


Major Tv Producer 


Major Tv Producer 


On request 


1* 


LIVINC BOOK, THE 


26:30 


Forest Lawn 


Ziv Tv 


On request 


" 1 


LIVINC PACES FROM THE BOOK OF LIFE 


27 


C. L. Price 


C. L. Price 


$100-1000 


(Plan 52 1 


STARS IN YOUR CROWN 


20 


Scripture Films 


Film Studios 


$37.50 




SONS OF COD 


22 


Square Deal 


Square Deal 


On request 


1« 


THRILLING BIBLE DRAMAS 


26:30 


Cathedral Releasing 


Major Television Prod., Inc. 


On request 


26 


YOU DO BELIEVE 


25:30 


Foundation Films 


Foundation Films 


On request 


Series 



FOOTNOTES: Tllot Mm. "Color. 



Why UHF stations 
prefer the RCA "1-KW" 



• UHF stations can get an RCA " I -KW" 

when they want it (shipments arc being 
made within 30 days after order). 

• RCA UHF engineering experience 
pays off for YOU. WBRE-TV writes. 
"Not only are we getting the coverage 
where we wanted it— WE ARE GETTING 
COVERAGE FAR BEYOND OUR ORIG- 
INAL EXPECTATIONS!" 

• RCA UHF spells Reliability and Sim- 
plified operation. WTPA-TV says: "Our 



TTU-1B operates as reliably as any AM 
transmitter. It's easy to maintain too- 
just a routine weekly maintenance and 
cleaning is all that's needed." 

• RCA can supply every UHF acces- 
sory you need. WSBT-TV reports: "We 
like to get everything from one place, work 
with ONE responsible supplier— RCA." 

Your RCA Broadcast Sales Represent- 
ative is at your service for technical help. 
Let him get going on your UHF plans. 




HALF HOUR FILMS— continued 



Type i. u a m r nc Qunw 


RUNNING TIME 
(MINI 




KAI F<s AttFNT 


COST RANut£> 


NO. COM- 
PLETED | 


SPORTS 










— t 


ALL AMERICAN CAME OF THE WEEK FOR 53 


26:30 


Sportsvision 


W. J. Parry Jr. 


On request 


13 


BIC 10 FOOTBALL H.ILITES 


30 


Sportsvision 


W. J. Parry Jr. 


On request 


iI3 


BOXINC MATCHES FROM RAINBO ARENA 


30 


Kling 


Kljng 


$35-450 


30 


CALIENTE RACES 


28 


Cine-Tele 







Weekly 


FAMOUS FICHTS FROM MADISON SQ. CARDEN 


26:30 


Winik 


Du Mont 


On request 


13 


FIFTH WINTER OLYMPICS 


29 


Cine-Tele 


Cine-Tele 


$30-75 Class 
"A" 


1* 


CUNNINC THE FLYWAYS 


30 


MPO Prod., Inc. 


MPO Prod., Inc, 




!• 


MADISON SQUARE CARDEN 


26:30 


Winik 


Du Mont 


On request 


65- 


MAX BAER'S SEARCH FOR CHAMPIONS 


26 


C. Bruce Knox 




5100-1000 


13 


NATIONAL PRO HICHLICHTS 


26 


Tel Ra 


Tel Ra 


575-1000 


13 each fall 


PCC FOOTBALL HILITES 


30 


Sportsvision 


W. J. Parry Jr. 


On request 


13 


PLAY VOLLEYBALL 


20 


Association Films 


Association Films 


S35-120 


1* 


RACINC CHAMPIONS 


25 


Dynamic 


Dynamic 




!• 


ROLLER DERBY 


15 & 30 


Seltzer 


Tv Exploitation 


$50-700 


52 


SPEED CLASSICS" 


15 & 30 


Dynamic 


Dynamic 


$25-150 


19 

« 


SPORTS THIRTY 


30 


Sportsvision 


W. J. Parry Jr. 


On request 


52 


SPORTS ON PARADE 


30 


Sterling 


Sterling 


On request 


52 


SPORTS SHOW 


30 


March ot Time 


March of Time 


$50-1750 


26 


STOCK CAR CHAMPIONS 


26 


Dagger Prod. 


Stock Car Film Co. 


On request 


26 


TELESPORTS DICEST 


26 


Tel Ra 


United Artists • 


$70-850 


Weekly 


TOUCHDOWN 


26 


Tel Ra 


Tel Ra 


$75-1000 


13 each fall 


TV SPORTS CLASSIC 


26 


D. Ettelson 


D. Ettelson 


On request 




WRESTLING— HOLLYWOOD 


30 


Paramount 


Paramount 


$100-400 


Continuous 


WRESTLING— INTERNATIONAL AMPHITHEATER 


26 


I.W.F., Inc. 


Davis & Lukas 


On request 


Continuous 1 


WESTERNS 


ANNIE OAKLEY 


26:30 


Flying "A" Pictures 


CBS TV Film Sales 


$40-1500 


26 


BUFFALO BILL 


26:30 


Interstate Tv Corp. 






!• 


CISCO KID, THE" 


26:30 


Ziv Tv 


Ziv Tv 


On request 


104 


COWBOY-C-MEN" 


26:30 


Telemount 


United Artists 


On request 


39 


DALTON OUTLAWS 


26 


Dalton Film Co. 




$70-700 


2 (Plan 15£ 


DEATH VALLEY DAYS 


30 


Flying "A" 


McCann-Erickson 




13 


FRONTIER DETECTIVES 


26 


Murphy-Thomas 


J. L. Saphier 


On request 


(Plan 39) 


CENE AUTRY SHOW 


26:30 


Flying "A" Pictures 


CBS TV Film Sales 


$60-2000 


78 


HOPALONC CASSIDY 


26 


Wm. Boyd Prod., Inc. 


NBC Film Div. 


On request 


52 


KIT CARSON 


26:30 


Revue 


MCA Tv, Ltd. 




52 


LONE RANCER, THE 




Chertok 


Chertok 




Planned 


RANCE RIDER, THE 


26:30 


Flying "A" Pictures 


CBS TV Film Sales 


$40-1500 


78 


RAWHIDE RILEY 


26 


S. White 


Reynolds 


On request 


1* (Plan 5 


SKY KINC 




Chertok 


Chertok 




Planned 


STEVE DONOVAN 




Chertok 


Chertok 




Planned, 


WILD BILL HICKOK 


26:30 


William Broidy 


William Broidy 




48 


WOMEN'S INTEREST 


CAPITOL COOKINC 


23 


L. Hammond Producers 




$3500 


!• (Plan 5 


FEMININE TOUCH 


30 


Sterling 


Sterling 




26 


SEWINC IS FUN 


26:30 


Dcmby Prod., Inc. 


Demby Prod., Inc. 


On request' 


2 (Plan SI 1 


TV KITCHEN 


30 


Kling 


Kling 


$50-180 


26 I 






QUARTER HOUR FILMS 






ADVENTURE 


ADVENTURE IS MY JOB 


12:30 


Harrison 


Lakeside Tv 


$50-500 


13 


ADVENTURES OF NOAH BEERY JR." 


12 


Courncya 


Courncya -Hamclburg 


$20-500 


26 


ADVENTURE IN THE WEST 


14 


T. J. Barbrc 


T. J. Barbrc 


On request 


(Plan 26) 


ARMCHAIR ADVENTURE 


15 


Sterling 


Sterling 


$20-150 


104 


BOY & SIMBA 


15 


Jack Coodwin 


Coodwin- Intl. 


On request 


2 (Plan 5 


DR. JEKYLL & MR. HYDE" 


15 


Franklin Tv 


Ceo. Bagnall & Assoc. 




1* (Plan 


FINALE FOR THREE STRANCERS 


15 


Cine-Video 


Cine-Video 




1* 


JUNCLE MACABRE 


12 


Radio & Tv Packagers 


Guild Films 


$40-400 


39 



FOOTNOTES: T11(H fllm. "Color. 





My eyes are my trademark!" 



When you see Eddie Cantor's fa- 
mous banjo eyes, you look for com- 
edy, humor, a touch of pathos— a 
real virtuoso performance. 

And when you see a familiar brand 
name as you shop, you expect an 
equally outstanding performance 
— or you don't buy the product 
again. 

That's one big advantage about 
living in a land where you enjoy free 

25 JANUARY 1954 



choice among many fine products, 
each identified by its own brand 
name. 

Leading manufacturers, seeking to 
win your favor for their brands, take 
infinite pains and a great deal of 
pride in bringing you wonderful 
products, continuously improved, 
representing unusual value for your 
money. 

As you leaf through the pages of 



this magazine, note how many of the 
products advertised here already 
have satisfied you. And always re- 
member that when you name your 
brand, you better your brand of 
living! 



BRAND NAMES FOUNDATION 

%COROO»ATE " 

A Non-Profit Educational Foundation 
37 West 57 Street, New York 19, N. Y. 
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QUARTER HOUR FILMS— continued 



TYPE & NAME OF SHOW 


RUNNING TIME 
4 M 1 N ) 


PRODUCER 


SALES AGENT 


COST RANGE 


NO. COM- 
PLETED 


ADVENTURE 












NOAH AND FLYINC ARK 


12 30 


Courncya 


Courncya 


550-500 


52 


OUR POLITICAL HERITACE 


12 


Encyclopedia Britannica 


Assoc Prog 


S35-925 


13 


PERSONS UNWANTED 


13 30 


M Riddick 




On request 


)• (Plan 26) 


SECRET CHAPTER 


12 30 


Ron Ormond 


Cuild Films 


S40-400 


39 


WORLDS OF ADVENTURE'* 


12 30 


Jerry Courncya 


Courncya-Unitcd Tv Prog. 


S20-500 


13 


CHILDREN'S 


» PiUf HTIIOfOC TU c 

AUveN 1 UKcKb, THc 


15 


Barry Ennght 0 Friendly 


Barry. Enright 0 Friendly 


$8000 


— 


ADVENTURES OF BLINKEY THE** 


1 2 30 


Blinkcy Prod., Inc. 


Blinkcy Prod., Inc. 


$40-500 


26 


ADVENTURES Or BROWNIE PIGTAILS * 


13 30 


M Kiddick 




On request 


1 • < Plan 26) 


a nvy c uti i D cc nc \i/ii ■ ic xuc i/in 
/VUVtNIUKtj Or WILLIt 1 H t KID 


J L 


I om Keiley 




On request 


(Plan 13) 


BANKINC ON BOB 


13 


Coronet 


Coronet 


$15-120 


1* 


BEAR HUNT 


13 


Coronet 


Coronet 


$15-120 


1* 


BETSY AND THE MACIC KEY" 


12 


Jamieson Film Co. 


Sterling 


On request 


13 


CARTOON CAPERS 


12.30 


Zach Bjym 


Zach Baym 


On request 


13 


CHILDREN'S SERIES 


13 


Coronet 


Coronet 


$15-120 


13 


CHIMPS'* 


13 


Jerry Courncya 


CournCya-United Tv 


$20-500 


13 


DANNY AND THE SNARK 


12:30 


Simmel-Mescrvcy 


Covcrnor Tv 


On request 


3 (Plan 26) 


DON Q. DICK AND ALADDIN 


12.30 


Stibra 


Lakeside Tv Co. 


On request 


10 


ELEMENTARY SERIES 


15 


Coronet 


Coronet 


$15-120 


13. 


FIX-MASTERS 


12 30 


Courncya 


Courneya 


$50-500 


(Plan 52) 


FUNNY BUNNIES** 


IS & 30 


Dynamic 


Motion Pics, for Tv 


On request 


26 


FUN WITH FELIX" 


12 30 


F. Smith 


United Artists Tv 


On request 


13 


HOW TO BE A COWBOY 


15 


Dcmby Prod., Inc. 


Sterling Tv 


$35-150 


Currently in 
synd. 


JERRY BARTELL S PLAYTIME 


11 :30 


Bartcll 


Apollo 


to $350 


13 


|UMP JUMP OF HOLIDAY HOUSE 


12 


Mary & Harry Hickox 


Harry S Coodman 


50% of air time 




JUNIOR CROSS ROADS 


15 


Sterling 


Sterling 


$25-65 IN.Y.) 


104 


JUNIOR SCIENCE 


12:30 


Olio 


Olio 


On request 


13 


KID MACIC 


12:30 


Aladdin Tv Prod. 


Aladdin Tv Prod. 


On request 


13 


KIDDIE SURPRISE 


13 


Victor Tv 


Victor Tv 


On request 


26 


KINCAROO 


12:30 


F. Smith 






1 (Plan ?) 


KINC CALICO** 


15 


CNC Productions 


Kling 


$20-150 


65 


LITTLE CIRL WHO DIDN'T BELIEVE IN SANTA 
CLAUS** 


1 3 :30 & 27 


M. Riddick 




On request 


I* 


LITTLEST ANCEL, THE 


13 


Coronet 


"w OTP n K I 




i 


MAN OF TOMORROW 


13 


nuui uldM 




On request 


zo (Man 3Z' 


MOVIETONE CHILDREN'S NEWSREEL 


12 


Movietone 


20th Century Fox 


On request 


>z (i early t 


PAPA BAER NEWSREEL 


13 


F. Baer 


Covcrnor Tv 


On request 




PLATO THE PARROT 


12:30 


jiu ji uii^ 




On request 


4 Irian 1301 


Pllur~u r. TDIIrw 

rUPll.rl U IKUUI 


1 L 


Riviera Prod. 




Riviera Prod. 


$30-250 


(Plan 200) 


SPACE RIDER 


15 


Philip Nasser 


Philip Nasser & Co. 


On request 


(Plan 200) 


STORYLAND 


10-12 


Encyclopedia Britannica 


Assoc. Prog. 


On request 


6 


STREAMLINED FAIRY TALES 


15 


H. S. Coodman 


H. S. Coodman 


On request 


13 


SUPERMAN CARTOONS 


11 


National Comics 


Motion Pictures for Television, Inc. 


On request 


16 


TALES FOR TOTS 


12.30 


Lewis & Clark 


Lewis & Clark 


$25-400 


2 (Plan 52) 


TELECOMICS 


12.30 


Princess 


Sterling 


On request 


160 


"THUNDERBOLT" THE WONDER COLT 


12:30 


Clampctt 


Open 


Open 


Weekly 


TIME FOR BEANY 


12:30 


Bob Clampctt 


Paramount 


$125-500 


Weekly 


TRICKS N' TREATS 


12 


Fairfield Films 


Station Dist. 


$50-200 


13 


UNCLE MISTLETOE. ADVENTURES OF 


15 


Kling 


Kling 


$20-150 


26 


UNK & ANDY 


15 


Jack Kcnaston 


United Artists 


On request 




WILLIE WONDERFUL 


12 30 


Bracken 


Official 






COMEDY 












BERT & ELMER"* 


15 


Galbrcath 


Kling 


$22-225 




CHRISTIE COMEDIES 


12 


D Ettclson 


D. Ettclson 


°o of time rate 


64 


HENRY MORCAN SHOW 


12:10 


Elbert Kapit 


United Tv 


On request 


26 


JACK AND THE BOSS 


15 


Cine-Video 


Cine-Video 




1* 


PAUL KILLIAM SHOW 


12.30 


Sterling 


Sterling 


On request 


26 


POOR CHARLIE 


14 


W. Strccch 


Sterling 




2 (Plan 111 



FOOTNOTES: TIM dim ••CoUr 



4 



V 



A.T.&T. has no wire for hire 
but we ask you, 
do you dig TD-2? 





All live network programs now come to television WOODLAND 
via a brand-spankiii' new A.T.&T. "TD-2" microwave relay 
link from the main line at South Bend to Grand Rapids. 

In case you're not hep on your relay systems, type "TD-2" 
is the Cadillac of them all — much better than co-axial 
cable and the more inexpensive "TD" links. That's especially 
important now, with color at our front door -brother, 
really important! 

WOOD-TV was first to order and get this improved service 
in these parts, just as it was first to go to full 1000 foot 
tower height last month and will be first lo go to full power 
next month (right now our interim 100,000 watts picture is 
greatest in all of television WOODLAND) . 

WOOD-TV is first with INS facsimile news service in Michigan, 
and first to take delivery on color adapting equipment for 
its transmitter. When you spend a buck on WOOD-TV, you gel 
lots more than that in advertising value and service. 

Schedule your advertising on WOOD-TV, Grand Rapids' only 
television station. The Western Michigan station with top 
technical equipment, top local and network programming — 
and the top market to go with them.* 

* Primary service, too, to Western Michigan's most populated 
area including Muskegon, Lansing, Rattle Creek and 
Kalamazoo. 




WOOD -TV 

GRAND RAPIDS, MICHIGAN 

Grandwoad Broadcasting Company. 

Reaches more people who have more and buy more 

NBC, Basic; ABC, CBS, DuMONT, Supplementary. 
Associated with WFBM-AM and TV, Indianapolis, Ind., 
WFDF, Flint, Mich., WEOA, Evansville, Ind. 
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QUARTER HOUR FILMS — continued 



TYPE I NAME OF SHOW 



RUNNING TIME 
(MIN.) 



PRODUCER 



SALES AGENT 



COST RANGE 



NO. COM- 
PLETED 



COMEDY 



SOCIAL BLUE BOOK 
VAUDEVILLE CEMS 



1 3 30 M Terr 

4 30 & 12 30 Cinema Service Corp. 



B. L. Pctroff 
Cinema Service Corp. 



On request 



4 (Plan 131 
13 



DOCUMENTARY & EDUCATIONAL 



AIRHEAD 

ALIVE FROM THE DEEP 

AROUND THE WORLD IN NEW YORK 

BRINCINC UP PARENTS 

BUSINESS EDUCATION SERIES 

CANINE COMMENTS 

CLEAR IRON 

DATE FESTIVAL 

DR. FIXUM'S — HOUSEHOLD HOSPITAL 

FEATURE ASSIGNMENT 

FITZPATR'CK TRAVELOGUES" 

GOING PLACES 

GREAT AMERICANS 

HEALTHY LIVING SERIES 

HOW TO DO IT SERIES 

HOW S-TO IN ARTS 0 CRAFTS 

INSIDE TIBET 

ISLES OF MYSTERY & ROMANCE 
ITALIAN RHAPSODY 
IOHN KIERAN'S KALEIDOSCOPE 
IOURNEY TO AFRICA 
KOREAN BACKGROUNDS 
KNOWHOW I9S4" 
KNOW YOUR LAND" 
MACIC VAULT 

MUMMIES REVEAL THEIR SECRETS 

NATURE TIME 

OUR LIVING LANGUAGE 

OUT OF THE SEA 

PARADE OF NATIONS 

SAFETY CAMPAICN 

SAFETY IS NO ACCIDENT 

SCIENCE FOR YOU 

SHUTTERBUG. THE 

SOUTHWARD TO THE SUN 

THIS LAND OF OURS 

THIS WORLD OF OURS 

TRAVEL FILMS 

VACATION LAND AMERICA 

VOICE OF EXPERIENCE 

WATCH THE WORLD 

WHAT CAUSES THE SEASONS 

WHAT DO YOU KNOW ABOUT YOU? 

WHAT'S IT LIKE? 

WILD LIFE IN ACTION 

WONDERS OF THE WORLD 

WORLD OF THE ARTIST 



YESTERDAY S NEWSREEL 
YESTERDAY S WORLD 
YOUR FIREMAN" 
YOUR MAGIC WORLD 



12:30 

12 30 

13 

IS 

15 

12 

14 

12.30 
15 

11 '0 
15 

12.30 
12 
IS 
15 

10.15 
12.30 
12:30 
1 1 

12:30 
12:30 
15 

12:30 
12 

12:30 
11 

10:13 
15 

13 

12:30 
10:12 
13 
12 

1 1 :30 
12:30 
11:55 
1I:S5 
12 

11 ;55 
13 

I2:2S 

I I 

10:12 

II :30 
12:30 
12:30 
10.15 
11 :S5 
12:30 
12 

1 2,30 



Marathon Tv 

Kayfciz Prod. 

Kayfeiz Prod. 

Henry | Kaufman 

Coronet 

D. Wade 

Marathon Tv 

Libra Films 

Vogue Wright 

Hollywood Tv Prod. 

J. Fitzpatrick 

United World 

Encyclopedia Britannica 

Coronet 

Coronet 

Encyclopedia Britannica 
Kayfctz Prod, 
Simmcl-Mcscrvey 
Gordon-Stratford 
International Tele-Film 
Paul Hocfler 

International Film Bureau 
Unifilms, Inc. 
Philip E. Cantonwine 
Lakeside Tv 
Gordon-Stratford 
Encyclopedia Britannica 
March of Time 

Tolstoy-Kayfetz Prod. 
Libra Films 

Encyclopedia Britannica 

Kayfeiz Prod. 

Motion Picture Service 

Hollywood Tv Prod. 

Gordon-Stratford 

Dudley 

Dudley Tv 

D. Ettclson 

Robt. Lawrence Prod., Inc. 
Tv Films of America 
G. Wallach for NBC Film Div. 
V. Kayfeiz 

Encyclopedia Britannica 
Hollywood Tv Prod. 
Lakeside Tv 
Gordon-Stratford 
Filmmakers 
Ziv Tv 

Simmel- Mcscrvcy 
Riviera 

international Tclc-Fiim 



Marathon Tv 
Sterling Tv 
Sterling 

United Tv Programs 
Coronet 
L. Weiss 
Marathon Tv 
Libra Films 
Vogue Wright 
Hollywood Tv Prod. 
Sterling 
United World 
Assoc. Prog. 
Coronet 
Coronet 
Assoc. Prog. 
Sterling Tv 
Simmel-Mcscrvcy 
Radius Films, Inc. 
United Artists 
Zach Baym 

International Film Bureau 
Unifilms. Inc. 
Sanford Ycagcr 



On request 
On request 
On request 

SI 5-1 20 
S40-800 
On request 
S35-350 



$36-300 



2S% of t.c. 
On request 
S15-12S 
$30-800 
$15-120 
$15-120 
On request 
On request 

On request 
$45-400 
On request 



13 

13 (Plan 52) 

J* 
f 

26 
13 
26 
39 
26 
13 
13 
13 
1» 
5 



Lakeside Tv 
Radius Films, Inc. 
Assoc. Prog. 
March of Time 

Sterling Tv 
Libra Films 
Assoc. Prog. 
Sterling 




On request 



On request 



!• (Plan ?) 



On request 
$75-975 



33 



Not yet 
planned 



On request 



1" 



On request 



On request 



Motion Picture Service 
Hollywood Tv Prod. 
Radius Films, Inc. 
Sterling 
Sterling 



On request 
On request 



(Plan 131 

5 

!• 

(Plan 52) 



25% of t.C; 
On request 



13 

2 (Plan ?) 



On request 



26 



$20-1 SO 



D. Ettclson 

Robt. Lawrence Prod., Inc. 

J. Parker 

NBC Film Div. 

Sterling 

Assoc. Prog. 

Hollywood Tv Prod. 

Lakeside Tv 

Radius Films, Inc. 

Dcscina Intl. 

Ziv Tv 

Simmcl-Mcscrvey 
Riviera 

International Tele-Film 



% of air time 



26 
13 



On request 



13 



(Plan 104) 



On request 
On request 



On request 



26 
!• 

9 



25% of t.c. 
$50-500 



13 



26 



On request 



On request 

S35-150 
S60-750 



13 
3 

139 
13 
1* 
104 



DRAMA — General 



AFRICAN VISIT 

CARRIE WILLIAMS — JUSTICE OF THE PEACE 



15 

12 30 



lack Goodwin 
Video Pictures 



Goodwin - International 
Film Network, Inc. 



On request 
On request 



4 Cont. 



2 (Serial) 



FOOTNOTES: 'Pilot Illm "Color 
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US A LETTER LIKE THIS 




Pi- 




ck 

F °u R . 



Ad 



HUfiD *BD ' S ' NC 



CITY 
°o 0 



[AcEjy 



Dear Dave: 



this n,,^, you ^uld~ ^ct^r than'T/w ^ 






CATV 



NEW YORK: 598 Madison Avenue — PLaxa 9-7500 
CHICAGO: 430 North Michigan Ave. - DEIaware 7-1 1 00 
BEVERLY HILLS: 9370 Santa Monica Blvd. - CRestview 6-2001 
SAN FRANCISCO: 105 Montgomery Street - EXbraak 2-8922 
CLEVELAND: Union Commerce Bldg. - CHerry 1-6010 
DALLAS: 2102 North Akard Street - PROspect7536 
DETROIT: 1612 Book Tower — WOadward 2-2604 
BOSTON: 45 Newbury Street - COpley 7-5830 
MINNEAPOLIS: Northwestern Bank Bldg. — LINcaln 7863 
ATLANTA: 61 1 Henry Grady Bldg. - LAmar 6750 
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QUARTER HOUR FILMS — continued 



TYPE 4 NAME OF SHOW 

DRAMA — General 



RUNNING TIME 
(MIN.) 



PRODUCER 



SALES AGENT 



COST RANGE 



NO. COM. 
PLETED 



CONTINENTAL, THE 
DILEMMA 

DRAMATIC MONOLOCUES 
CET A HORSE 
HUMAN STORY, THE 
IN FOCUS 

INVITATION PLAYHOUSE 
JONATHAN STORY 
LITTLE THEATER 
NICHT EDITOR 
OF LICHT AND DARKNESS 



ON STACE WITH MONTY WOOLLEY 
PLAYHOUSE 15 
PULSE OF THE CITY 
STAR PERFORMANCE 



STRANCE ADVENTURE 



THIS IS THE STORY 
THRILL SEEKER 
YOU DECIDE 



13 


Dynamic 


Dynamic 


IS 


Galbrcath 


Kling 


12.30 


Libra Films 


Libra Films 


12 30 


R. Monroe 


R. Rogers 


12 30 


Jack Coodwin 


Coodwin - Interna tio 


12 


Calc, Inc. 




12:30 


R. Williams 


Cuild 


1 2 *30 


\Jk/i Ik in^-GftoHcn 

rw | ■ PV l ll 3 w w wu v 1 1 


Sterling 


1 2 :30 


Tccvce 


Tcevec 


15 


Mansfield 


Mansfield 


13 


Charter Oak 


Association Films 


15 


Dynamic 


Dynamic 


12 


Bernard Procter 


M V_ M - 1 V, LIU. 


12:30 


Telescenc 


Telescenc 


14 


Transfilm 


Transfilm 


12:25 


C. LeVoy 


CBS TV Film Sales 


15 


Morton 


Morton 


12 


R. Monroe 


R. Rogers 


12:30 


Films for Tv, Inc. 


Film for Tv, Inc. 



S25-325 
$40-240 



On request 



13 
13 

(Plan 13) 



1 



On request 



1* (Plan 52) 



On request 



1* (Plan 13) 



S50-450 



26 



$25-65 <N.Y.) 



52 



On request 



$25-150 
On request 



52, 
26 
1* 



On request 



$50-750 



9 
78 

26 



$4500 each 



14 



$30-650 52 
$36-314 52 
26 



On request 

% of time rate 2 (Plan 39) 



MUSICAL 



BALLETS DE FRANCE 

BROADWAY RHYTHM ON ICE 

FOY WILLINC & RIDERS OF THE PURPLE SACE 

CREENWICH VILLACE 

CUEST BOOK 

HAWAIIAN PARADISE" 

HAWAIIAN PARADISE ON ICE 

LETS ALL SINC 

MOREY AMSTERDAM MUSICAL VARIETIES 
MUSIC FOR THE EYE SERIES 



MUSICAL OPERETTA BALLETS 
OOH! LA! LA! 

OKLAHOMA CHUCK WACON BOYS 
PIANO MACIC 
PUPPET PLAYHOUSE 
STEPHEN FOSTER 

VIENNA PHILHARMONIC ORCHESTRA 
WERNER JANSSEN MUSIC BOX 
YOUR COSPEL SINCER 



15 
13 
15 

14:30 

12 

15 

13 

13 

12 

12:30 
12:30 
12:30 
12:30 
12:30 
12:30 
12:30 
13 

12:30 
15 



March of Time 
Thundcrbird 
F. Willing 
Medallion 
Studio Films 
J. J. Franklin 
Thundcrbird 
B. Creene 
Mort Sackett 
Cordon-Stratford 
Video Intcrfilm 
Sterling 

Lewis & Clark 
Times Square Prod. 



March of Time 
Sterling 
RCA 
Sterling 



$35-850 
On request 



On request 



26 
!• 

260 



$20-75 



1' 



United Tv 



On request 



26 



C. Bagnall & Assoc. 
Sterling 
B. Creene 
Mort Sackett 



On request 



On request 



26 (Plan 52) 



(Plan 52) 



13 



Radius Films, Inc. 



On request 



13 



Hoffberg 
Sterling 



On request 



26 



On request 



13 



Lakeside Tv 



$30-500 



13 



Clobc Tv 



Admiral Pictures 
Eugin Sharin 
Werner Jansscn 



Times Square Prod. 
Lakeside Tv 
Zach Baym 
Sterling 



$60-500 



$25-80 



On request 



(Plan 3*9) 

12 

13 



Ceo. Bagnall & Assoc. 



On request 



13 (Plan 26, 



Crossc-Krasnc, Inc. 



United Tv Programs, Inc. 



26 



NEWS 



ADVENTURES IN THE NEWS 
CBS NEWSFILM 

CLETE ROBERTS' WORLD REPORT 
CLOSE-UPS 

DREW PEARSON WASH. MERRY-CO- ROUND 

NBC DAILY NEWS REPORT 

NBC NEWS REVIEW OF THE WEEK 

NEWS FEATURETTES 

PATHE HY-LICHTS 

SEE FOR YOURSELF 

TELENEWS DAILY 

TELENEWS WEEKLY 



UNITED PRESS MOVIETONE NEWS 
WEEKLY NEWS REVIEW 



15 


Telenews 


Sterling 


On request 


26 


12 


CBS 


CBS Film Sales 


$80-1000 


5 per week 


15 


U. S. Tv 


United Artists 


On request 


201 


13 


American Ncwsrccl 


Cuild 


$25-250 


13 


12:50 


Times Square 


Times Square 


On request 


I a week 


12 


NBC TV 


NBC Film Div. 


On request 


Daily 


12:30 


NBC TV 


NBC Film Div. 


On request 


Weekly 


12.30 


Keystone 


Official 




26 


12.30 


Cinctcl Corp. & Pathc 


Du Mont 


$19-250 


26 


12 30 


Films for Tv, Inc. 


Films for Tv, Inc. 


°o of time rate 


(Plan 26) 


15 


Telenews Prod., Inc. 


International News Service 


$150-10.000 


Daily 


12 


Telenews Prod., Inc. 


International News Service 


$50-350 


Weekly 


15 


Movietone 


United Press 


On request 


Daily 


15 


NBC Newt Dcpt 


NBC Film Div. 







FOOTNOTES: TIM film. "Color 



in Kansas City 

YOUR SPOTS ARE 

IN THE SP 




4 



Don Davis, President 
John T. Schilling, General Manager 



FREE! Good Reading For 
Agency Executives And 
Advertisers! swing, vest-pocket. 

size magazine published monthly by WHB 
and WHB-TV for time buyers, advertisers, 
agencies, sales executives. Features articles 
on advertising, research, marketing . . . 
contains excerpts from John Crosby's 
Radio and TV Column . . . pictures, 
quizzes, jokes and cartoons. Request your 
free copy on your company letterhead. 




When the spotlight swings on the 
favorite stars of Kansas City's vast TV 
audience — those stars are on Channel 
9. A full schedule of top-rated CBS 
Network TV programs and a wide 
variety of talent-packed local shows 
provide top entertainment. The Stars 
Shine On Channel 9 in the nation's 
rich 17th market, and that's why your 
message makes a greater impression — 
and makes more sales per advertising 




dollar— when you let WHB-TV sell 
this billion dollar retail trade area 
with 352,946* TV homes. 

1,079 feet above average terrain — the 
height of WHB-TV's new tower 
(jointly owned by KMBC-TV). Max- 
imum allowable power — 316 kw 
visual, 158 kw audio. 

Write, wire or call your nearest B lair- 
TV representative for availabilities! 

*Noi: )0 report of Kansas City Electric Asm. 



WH B 

710 KC 10,000 WATTS 

MUTUAL NETWORK 



Represented Nplionolly by 



Kansas q m 
OLDEST 

CALL LETTERS 



fialtQnollf by 

JOHN BIAIR & CO. 



QUARTER HOUR FILMS — continued 



TYPE 1 NAME OF SHOW 


DIUjuIMH 
nUnniRu 

IMIN 


T i M £ 

> 


— - — — 

PRODUCER 


SALES AGENT 


COST RANGE 


NO. COM- 
PLETED 


NEWS FEATURES 














ARTHUR SMITH SHOW THE 


12 30 




Blue Ridge 


Lakeside Tv 


On request 


13 


AS OTHERS SEE US 


12 




Wash. Photo 


Audio-Video 


Class "A" time 




BROADWAY IN REVIEW 


13 




Tv Films of America 


J. Parker 




(Plan 13) 


CAPITOL CONFIDENTIAL 


12 30 




Capitol Films 






1* 


Capitol report 


12 30 




Wash. Photo 


Audio Video 


On request 


Weekly 


CAPITOL TIDBITS 


12 30 




Wash Photo 


Audio Video 


$75-200 




BOB ELSON S INTERVIEWS OF THE CENTURY 


12 




Academy IChicago) 


Academy (Chicago) 


S50-400 


17 


FULTON LEWIS )R. SHOW 


12 




Wm. B. Dolph 


United Tv Prog. 


S34-S7S 


S2 


CAYLORD HAUSER SHOW 


15 




PSI Tv 


PSI Tv 


On request 


26 


HOLLYWOOD CLOSE-UPS 






Ccne Lester 


C. Lester 


% of time" rate. 


13 Plan ?) 


HOLLYWOOD ON THE LINE 


12 




Ccnc Lester 


CBS TV Film Sales 


$22-440 


26 


HOLLYWOOD REEL 


12 30 




E. |ohnson & C. Watson 


Paramount 


$25-200 


52 


IDEAS ON PARADE 


12.30 




Tel Ra 


Tel Ra 


$40-200 


26 


KIERNAN'S KALEIDOSCOPE 


15 




International Tele-Films Prods. 


United Artists Tv 


On request: 


104 


KNOW YOUR CONGRESS 


12:30 




Capitol Films 






2 


LILLI PALMER SHOW 


13:30 




Charles Kcbbc 


NBC Film Div. 


On request 


26 


LINKLETTER & THE KIDS 


12.30 




|ohn Cuedcl 


CBS TV Film Sales 


SS0-6S0 


S2 


MEET MISS HUBBARD 


12 




Motion Picture Serv. 


Motion Picture Serv. 


On request 


(rian it) 


NTC'S STORIES OF THE STARS 


1330 




Commodore 


Commodore 


vjn request 


'Plan 391 


ROVINC REPORTER 


12 




Colson 


Colson 


nu^o ot time 
rate 


y rian zoi 


TELEVISITS 


13 




Ceo. Logan Price 


Ceo. Logan Price 


S25-250 


26 


THIS WEEK AROUND THE WORLD 


13 




Victor Tv 


Victor Tv 


On request 




WASHINGTON SPOTLICHT 


12 




M. Hammer 


Washington Spotlight, Inc. 


$25-275 


76 


WASHINGTON PROMENADE 


15 




Wash. Photo. 


Audio Video 


40% Class "A" 
time rate 


Weekly 


WHAT'S NEW THIS WEEK 


12 




Wash. Photo. 


Audio Video 


DU70 class A 
time rate 




WHAT'S PLAYINC 


15 




Dcmby Prods, Inc. 


Demby Prods, Inc. 


SS0-300 


Unlimited 


YOUR WASHINGTON AMBASSADOR 


12:30 




Wash. Photo 


Audio Video 


SI 25-400 




QUIZ 


BEAT THE EXPERTS 


5 & IS 




Telcnews 


Sterling 


0*n request 


S2 


HEADLINES ON PARADE 


12:30 




United World 


United World 


S25-225 


26 


MOVIE QUICK QUIZ 


IS 




W Schwimmcr 


W. Schwimmer 


S50-800 (N,Y.) 


260 


PHOTOQUIZ 


12:30 




Telcnews 


Sterling 


On request 


Daily 


PROFESSOR YES 'N' NO 


12 




L alley & Love 


Screen Cems 


S75-S00 


26 


SEEIN' IS BELIEVIN' 


12:30 




Films for Tv. Inc. 


Films tor Tv, Inc. 


% of time rate 


Unlimited 


THREE GUESSES 


12 




Movietone 


20th Century Fox 


On request 


26 


VIEW THE CLUE 


IS 




N Coldstonc 


United Artists 


On request. 


13 


WHAT'S WRONC WITH THIS PICTURE? 


12 




Morton 


Morton 


S2S-185 


260 


WHAT'S YOUR EYE-Q? 


12:30 & 26 


Lewis & Clark, Inc. 


Lakeside Tv 


On request 


6S 


WHO'S BEHIND THE MASK? 


IS 




Chas. Bruce Knox 




$235 


13 


YOU BE THE JUDCE 


12:30 




Wash. Photo 


Audio Video 


$30-200 


13 


RELIGIOUS 


AND IT CAME TO PASS (XMAS STORY) 


14 




Edmund B. Cerard 


Masters Prod., Inc. 


50° o of Class 
"A" 


1« 


CHRISTMAS HOLIDAY 


12:30 




D. C. Hartzcll 


Zach Baym 


On request 




COSPEL SINCER, THE 


12:10 




Dundee Prod; 


United Tv 


$34-500 


R 


HYMNS OF ALL CHURCHES 


14 




Victor TV 


Victor Tv 


On request 




LORD'S FOOTSTEPS. THE 


10 




Library 


Lakeside Tv 


Open 




MIRACLE OF CHRISTMAS" 


13 




Square Deal 


Square Deal 


On request' 


i* 


PASTOR CALLS. THE 


14 




Coffman Film Co. 


Nat'l Council of Churches 




13 


PSALMODY** 


11 




Square Deal 


Squaie Deal 


On request 


!• 


READINC THE BIBLE SERIES 


13 




Foundation 


Foundation -Sack -Tv 


On request 


' 3 


RELICION IN THE FAMILY 


11 




Square Deal 


Square Deal 


On request 


1* 


RELIGIOUS FILMS 


12 




D Ettclson 


D. Ettclson 


°o of time ra,te 


13 


SEARCH FOR CHRIST 


12 30 




Illustrate 


Sterling 


$25-150 


13 (Plan 2< 


STORY OF THE BIBLE 


14 




Victor Tv 


Victor Tv 


On request 


52 


TELEVESPERS 


12 30 




Youth Films 


Official 




26 


WAY TO ETERNITY 


12.30 




Youth Films 


Official 




26 



FOOTNOTES: •Pilot film. •■Color 



3 TOP-QUALITY, STAR-STUDDED SHOWS 
FOR THE BUDGET-CONSCIOUS ADVERTISER 



BORIS 



MYSTERY 




As Scotland Yard's COLONEL MARCH 

A fascinating, BRAND NEW half-hour film series of scientific crime 
detection based on material provided by America's best-selling 
mystery writer JOHN DICKSON CARR. 

Let "COLONEL MARCH" sell for you on a regional or syndicated 
basis at amazingly low costs! 26 weeks of programming available. 



************************* ********** 




COMEDY 



ROBERT 



CUMMINGS 

Starring in "MY HERO" 

JOHN CROSBY, NOTED TV CRITIC, says "The" dialogue, the stag- 
ing and the production are of a very high order indeed and I see 
no reason why "MY HERO" can't eventually give "I LOVE LUCY 7 ' 
QUITE A RUN FOR ITS MONEY." 

EXCITING RATINGS: Playing opposite a top budget hour variety 
show extravaganza, "MY HERO" did a spectacular job for DUN- 
HILL CIGARETTES. 

39 WEEKS OF HALF-HOUR PROGRAMMING AVAILABLE. 
Second run in most major markets; first run throughout 
rest of country. 

************************* ********** 



ADVENTURE 




~4 



OFFICIAL FILMS' fabulously successful, faithful reproduction of the 
beloved comic strip that appears regularly in over 220 newspapers 
With a combined circulation of more than 25,000,000 readers! 

This half-hour show pulled ratings like these for Canada Dry in 
56 different markets: ATLANTA- 23.5; BUFFALO-33.3; CLEVE- 
LAND- 20.8; ROCHESTER-37.3; ST. LOUIS-35.0 

NOW AVAILABLE FOR LOCAL OR REGIONAL SPONSORSHIP. 
26 Weeks of programming available. 

OFFICIAL FILMS, INC. 



* 
* 
* 
★ 
* 
★ 
* 
★ 
* 
* 
* 
* 
* 
* 
* 

* 
* 
* 
★ 
* 
* 
* 
* 





25W.45thSt.,N.Y.36 • PL7-0100 

AMERICA'S LEADING DISTRIBUTOR ©F QUALITY TV FILMS ★★★★★★**★* 



QUARTER HOUR FILMS — continued 



TYPE & NAME OF SHOW 


RUNNING TIME 
(MIN.) 


PRODUCER 


SALES AGENT 


COST RANGE 


NO. COM. 
PLETED 














A nVF NTI ID IN CPOPT 


' j 


Tclcnc w s 


Sterling 


On request 


Zo 


& rwFwTiio f nitT nr nnnc^ 


12:30 


jjck Van Cocvenng 


C nrn p-l 1 Film Cn 


*tU7o a time 


1 3 


AM A MFD If" A hi <tPftRT<t 
ALL HMtKlvfln JrUM J 


1 2 :30 


C ou r ncyd 


£ nurnPvj 

VvUI IIC j J 


tin ~> c\r\ 

9 1 U-ZLMJ 


Zo 


AMFPIfAN <PftDT< 
HMtKlvHn JrUK 1 5 


12:20 


H. Sheets 


PSI Tv 


On request 


13 


D ILf uflmt r 1 jninu 


1 3 
1 D 


H un<<ri m 
n y ft ■ i iii 


1 iLac !/Ia Tw 
La k en ac 1 V 


On request 


1 • 


mf* pi a yr Af K thf 




^rTiirn i.pmt.TAlrlnPUit In** 
jipittn uiiii) < uitiiCTf}, i in. . 


jticirn Vjw rn i 




26 


V.KU ! jl rilj J n C Ml I J 


1 3 


K 1 lvfptr PrnH Inr 


Stcrl i n 5 


On request 


1* 


DOURLF PLAY 


12:10 


Martcd 


United Tv 

will ICU IV 


can jnn 


39 




12 30 


Tel R<3 


1 1 n ■ t A rl P AitiirAC 

uniiea rcdiuiC) 


CCA AA 

550-400 


13 (each fall 


FAMOUS AUTO RACES 


12:30 


Cordon -Stra t ford 


RaHi'uC Film? Inr 

nuUIU9 rillllJ t III**- 


On request 


1* (Plan ?)' 


FAMOUS FICHTS FROM MADISON SQ. CARDEN** 


12:30 


Winik 


Du Mont 




39 


FlSHINC U.S.A. 


13 


V. Kayfctz 


Sterling 


On request 


1 • 


FISHING IN THE MEDITERRANEAN 


12 :30 


Karten 


Karlen 






COINC PLACES WITH CADABOUT CADDIS" 


12:30 


Beacon Tv Features 


Sterling 




Zo 


CRANTLAND RICE SPORTS LICHTS, THE 


12:30 


Atlas 


Atlas 


ii request 


i a 


HOLIDAY AFLOAT 


13 


V. Kayfctz 


Sterling 


On request 


■ 


JIMMY DEMARET COLF PROCRAM 


12 30 


Cornell Film Co. 


Cornell Film Co. 




(In prod,) 


LITTLE CHAMP— 3 YR. OLD SWIM WONDER"* 


12:30 


Franklin Tv 


Ceo. Bagnall & Ass.c. 


On request 


1* 


MADISON SQUARE CARDEN r !*♦ 


12:30 & 26 


Winik 


Winik-Du Mont 


$30-15,0- 


13 



MADISON SQUARE CARDEN St 2" 

MADISON SQUARE CARDEN St 3" 

MADISON SQUARE CARDEN £ ■»»♦ 

NORMAN SPER S FOOTBALL THIS WEEK 

OUTDOORS 

PADDOCK PARADE 

POLICE JU-JITSU 

REFEREE, THE 

ROLLER DERBY 

SEA FEVER 

SKIINC IN THE ALPS 

SPORTS ALBUM 

SPORTSCHOLAR 

SPORTS HISTORY 

SPORTSMAN'S CLUB 

SPORTS" MIRROR 

SPORTS ON PARADE 

SPORTS PACE 

SPORTS SPOTLICHT 

STOCK CAR CHAMPIONS 

THIS WEEK IN SPORTS 

TV'S BASEBALL HALL OF FAME 



12:30 & 26 
12.30 & 26 
12:30 & 26 
15 

12:30 
12:30 
15 
15 

15 & 30 
13 

13 or 18 
15 

12:30 

13 

12 



Winik 
Winik 
Winik 

Norman L. Spcr 
Byron, Inc. 
Tel Ra 
Frankcl 
Kling 

Station Dist. 
V. Kayfctz 
Sclccta-Film 
Ziv Tv 



Winik-Du Mont 
Winik-Du Mont 
Winik-Du Mont 
Station Dist. 
Byron, Inc. 
Tel Ra 

Association Films 



$30-150 



26 



$30-150 
$55-600 



26 



26 



10 



Not decided 



13 



$50-350 
$20-100 



United World 
Victor Tv 



UNITED PRESS MOVIETONE 

WATER WORLD 

WHAT MAKES A CHAMPION 

WHITE MACIC 

WONDERS OF THE WILD 

WORLD S CREATEST FICHTERS. THE 

WRESTLING— INTERNATIONAL AMPHITHEATER 



12:30 
15 

12:30 

12:30 

12:30 

12:30 

12:30 

15 

13 

10 & 12 

12:30 

12:30 

1155 

12 



Mode Art Pictures 

Wickham Films 

Sterling 

Official 

Tel Ra 

Dagger Prod. 

Tclcncws 

lames B. Harris 

Movietone 

V. Kayfctz 

Encyclopedia Britannica 
Cordon-Stratford 
Borden Prod. 
Crcatcst Fights, Inc. 

I.W.F. 



Kling 


On 


request 


3 (Plan 


Station Dist. 


$50-700 


52 


Sterling 


On 


request 


1* 




On 


request 


!• 


Ziv Tv 


On 


request 


26 


United World 


$20-225 


52 


Victor Tv 


On 


request 


26 


Syndicate Films 


$60-400 


52 


Ceo. Bagnall & Assoc. 


On 


request 


13 


Sterling 


$25-85 (N.Y. ) 


104 


Official 






13 


Tel Ra 


$35-650 


Weekly 


Stock Car Film Co. 


On 


request 


52 


Intl. News Scrv. 


$50-350 


Weekly 


Motion Pictures for Television, Inc. 


On 


request 


77 


United Press 


On 


request 


Weekly j 


Sterling 


On 


request 


4 Plan 


Assoc. Prog. 


On 


request 


13 


Radius Films, Inc. 


On 


request 


1 (Plan! 


Sterling 






26 


Crcatcst Fights, Inc. 






52 


Davis & Lukas 


On 


request 


Continu I 



VARIOUS TYPES 



ALL AMERICAN GIRL. THE" 
ANSWER MAN. THE 



CAMERA S EYE, THE 



CAMERAS & MODELS IN ACTION 



DUNNINCER 



IT'S IN THE CARDS 



MR. FIXIT" 



ODDITIES BEYOND BELIEF 



POPULAR SCIENCE 



12:30 


J. J. Franklin 


12:30 


B. Chapman 


12:30 


Tccvcc 


12.30 


P. Parry 


13 


Affiliated Artists 


15 


Cine-Video 


11 .30 


H.T.P. 






12:30 


Telecast 


15 


T. Anguish 



Ceo. Bagnall & Assoc. 
B. Chapman 
Tecvcc 
P. Parry 

Affiliated Artists 
Cine-Video 
H. T. P _ ~ 
Telecast 
f. Anguish 



On request 
On request 
Open 



39 



3 (Pla 



On request 



(Plan I 



On request 
25% time cost 



Series i IS 



$50-500 



13 



FOOTNOTES: 'IMlot dim. "Color. 



% Class "A" 
rate 



78 




WJAR-TV 

CHANNEL 10 

Providence • Rhode Island 

FIRST IN SIGHT 
In Southern New England! 



National Sales Representatives: 
WEED TELEVISION 



/';;/ the live bird in the hand that's 
worth two in the bush — televising 
17 local live shows a day. Ask the 
alert advertisers why they buy 
more time on more of my top 
rated local live shows than on any 
other station in New England! 

In our over-all viewing area 88 
out of 100 families own television 
sets. 



..A 



TYPE & NAME OF SHOW 



NO. COM. 

COST RANGE PLETED 



VARIOUS TYPES 



STRANCER than fiction 


12:30 


United World 


United World 


S15-150 


65 


TV CAMERA ANCLES 


12 30 


C Lester 


C. Lester 


% of time rate 


13 (Plan ?) 


VICTOR LINDLAHR SHOW 


15 


Vidicam Pictures 


Scrutan 






WESTERNS 












CHOST TOWNS OF THE WEST 


12 55 


Simmcl-Mcscrvey 


Simmel-Mcservcy 


S35-105 


13 


LASH OF THE WEST 


12 30 


Western Adventure Prod. 


Cuild Films 


S40-400 


*3S 


TALES OF THE OLD WEST 


12 


Bengal 


Bengal 




13 


WOMEN'S INTEREST 


BE YOURSELF 


12 30 


Hartley 


Hartley 


% of time rate 


(Plan 131 


CAPITAL CONVERSATION 


12.30 


Byron 


- 


1 ■ — 


- — ~M 


CROSSWINCS (DAYTIME SERIAL) 


12:30 


R Monroe 


R. Rogers 




3 


DO IT YOURSELF 


12:30 


Hartley 


Hartley 


°o of time rate 


(Plan 131 


FASHIONS IN HOME SEWINC" 


12.30 


Times Square 


Times Square 


$60-500 


!• 


FEMININE ANCLE. THE 


15 


E. Velazco 


United Artists 


On request 


13 


FEMININE TOUCH 


15 


Sterling 


Sterling 


On request 


,52 


FOR WOMEN ONLY 


12:30 


Telenews 


Telenews 


On request 


1 (Plan 521 


CARDEN. SHOW. THE" 


12 


Milton Hammer 


Milton Hammer 


S20-200 


26 


HERE'S LOOKINC AT YOU 


15 


Vidicam Pictures 


Crey Adv. 




3 


HOME IS HAPPINESS 


12.30 


Packaged Programs 


Packaged Programs 


On request 


195 


HOME MAKING SERIES 


10 & 12 


Encyclopedia Britannica 


Assoc. Prog. 


On request 


13 


INSIDE DECORATION 


12:30 


Hartley 


Hartley 


On request 


3 


LEISURE HOUSE 


13 


C. Logan Price 


C. Logan Price 


S25-250 


26 


PARISAN moods 


12:30 


Video Drama 


Video Drama 


On request 


1* 


SEWINC IS FUN 


12 


Dcmby Productions, Inc. 


Demby Productions, Inc. 


S75-200 


1* (Plan 261 


WIFESAVER. THE 


13 


Affiliated Artists 


Affiliated Artists 


On request 


1* (Plan 52) 


WOMAN AROUND THE HOUSE 


13.30 


John H Battison Prods. 




$25-100 


13 


YOUR BEAUTY CLINIC 


15 


Dynamic 


S. Weintraub 


On request 


2£ 


SHORTS & 7-70 MINUTE SEGMENTS 

, — _ ____ , , , ■ — m i — — ™ — ■ ■ 


ADVENTURE 


COINC PLACES WITH UNCLE CEORCE 


10 


Fairbanks 


Consolidated 


On request 


26 


PARADOX 


5 


Kling 


Kling 


$9.50-15 


26 


CHILDREN'S 


CHILDREN'S LIBRARY 


10 


Sterling 


Sterling 


On request 


104 


CRUSADER RABBIT 


5 


Fairbanks 


Consolidated 


On request 


195 


CLOOM DOOMERS. THE 


5 


Philip Nasser 


Philip Nasser 


On request 


1 • (Plan 2j0 


JIM Cr JUDY IN TELE-LAND 


3:25 


Tv Screen 


L. Weiss 


SI 0-250 


39 


MACIC LADY 


5 & 10 


Tclcmount 


Official Films 


Open 


)3~ 


MR. RUMBLE BUMBLE 


3 


Packaged Programs 


Packaged Programs 


On request 


30 


OUT OF THE HEART 


10 


United Spec. 


Outlook Prod., Inc. 


S25-150 


1* 


TEL-A-FUNNIES** 


13.30 


M. Riddick Prod. 




On request 


Scrics-indel 


COMEDY 


MANNY OPPER-TUNITIES 


2:50 


MAC Studios 


MAC Studios 


On request 


65 


NOTHINC BUT THE TRUTH 


3:30 


Lewis & Clark 


Lakeside Tv 


$20-185 


52 


PAT & MIKE 


10 


Cinccraft 






!• (Plan ?I 
[I 


DOCUMENTARY & EDUCATIONAL 


ANIMAL LIBRARY 


3 & 12 


Lakeside Tv 


Lakeside Tv 


On request 


Unlimited 


ARTIFICIAL RESPIRATION 


6 


Seminar 


Association 


On request 


1* 


BEHIND THE SCENES IN INDUSTRY 


6 


Hollywood Tv 


Hollywood Tv 


S35 each 


70 


BROKENSHIRE. THE HANDYMAN 


3 29 


Princeton 


United Artists 


On request 


52 


BURTON HOLMES TRAVELOCUES 


3:30 & 5 


Major Tv Prods- 


Major Tv Prods- 


On request 


25 


DO YOU KNOW 


3 


Bengal Pictures 


Bengal Pictures 


On request 


!• (Plan I 


ETIQUETTE 


5.33 & 24 


Simmcl-Mcservey 


Simmcl-Mcscrvey 




■ 


FAMOUS RESORTS" 


5 & 10 


Hollywood Tv 


Hollywood Tv 


25% of t.c. 


20 


FINLAND 


10 


Cine-Video 


Cine-Video 




!• 


HERE'S HOWE 


30 


Calbrcath 


H. S. Coodman 


On request 


65 ! 



FOOTNOTES: M-lliX aim ""Color. 





According to FCC curves, WAVE-TV 
now effectively reaches 85.5% more 
square miles than previously . . . 
54.6% more people . . . 51.5% 
i a more Effective Buying Income — ■ 
gives you far greater coverage than 
any other TV station in this area! 




HEIGHT 

COUNTS MOST! 



WAVE-TV Delivers: 

66.7% GREATER COVERAGE AREA 

than any other television station 
in Kentucky and Southern Indiana! 

19.8% GREATER CIRCULATION 

than the area's leading 

NEWSPAPER! 
627.3% GREATER CIRCULATION 

than the area's leading 

NATIONAL MAGAZINE! 

You of course know that in determining a 
VHF station's effective coverage — particularly 
in fringe areas — Tower Height is most impor- 
tant, Low Channel is next and Power is third. 

WAVE-TV's tower is on top the highest hill 
in this area — is actually 419 feet higher than 
Louisville's other VHF station! 

WAVE-TV's Channel is 3 — the lowest in 
the area! 

WAVE-TV's 100,000 watts of radiated power 
is the maximum permitted by the FCC for 
Channel 3- — is equivalent to 600,000 watts from 
our old down town tower, on Channel 5/ 

Ask your local dealers and distributors about 
the big new WAVE-TV market and the cov- 
erage you get with WAVE-TV. 

LOUISVILLE'S 

WAVE-TV 

FIRST IN KENTUCKY 

Affiliated with NBC, ABC, DUMONT 

NBC Spot Sales, National Representatives 



25 JANUARY 1954 



87 



SHORTS & 7-70 MINUTE SEGMENTS— Continued 



TYPE i. NAME OF SHOW 


RUNNING TIME 
(MIN.) 


PRODUCER 


SALES AGENT 


COST RANGE 


NO COM. 
PLETE.O 


LMJy. Ufnt N 1 AK T & EUUvA I (UN AL 






_____ __ _ , 




1 


MEET YOUR NEIGHBOR 


10 


Association Films 


Association Films 




i i 


OBERAMMERGAU 


10 


Gordon-Stratford 


Radius Films, Inc. 


On request 


!• ( Plafh ?l 


ONE WORLD OR NONE 


9 


P. Ragan 


Outlook Prod., Inc. 


S25-1 5,0 


1 * 


OPERATION DOORSTEP 


10 


Byron, Inc. 


Byron. Inc. 


On request 


1 • 


SCIENCE WONDERLAND 


10 


Sterling 


Sterling 


On request 


26 


SCREEN STORY, THE 


7 :30 


Marathon Tv 


Marathon Tv 


On request 


1 • 


Sydenham plan, the 


8 


World Today, Inc. 


Outlook Prod., Inc. 


S25-1 50 


1 • 


THIS LAND OF OURS 


10 


Dudley 


Sterling Tv 


on i m 
520-1 00 


26 cont. 


TOWN SILVER Or LUENEBERG. THE 


9 :30 


Cord on -St rat ford 


Radius Films, Inc. 


On request 


1* (Plan 7) 


UNDERWATER ADVENTURE 


9 


Kayfetz Prod. 


Sterling Tv 


On request 


1 • 


VISITINC NURSE 


S 


Vogue Wright 


Tv Productions 


S25-75 


3 , ni._ \ 

ii (.Plan 26) 


VARIETY SHORTS 


8 & 10 


Educational Films 


Lion Tv 


On request 


26 


WOLF & COATS 1 PUPPET SHOWS) 


10 & 12 


J. Pashow 


J. A. Eiscnbach 


On request 


2 (Plan 26) 


WORTH REMEMBERINC 


4 


Lewis & Martin Films, Inc. 




$20-125 


2 (Plan 52) 


DRAMA — General 


HICHLICHTS OF FAMOUS DIAMONDS 


30 sec. 


Michelson 


Michelson 


$10-15 


26 


POSTMAN RINCS, THE 


4 


ARA Productions 


Sterling 


On request 


13 


STRANCE EXPERIENCES 


3.30 


R. Hubbcll, D. Williams 


Mansfield 


On request 


28 (Plan 23. 


WHY WE DO IT 


3:15 


Morton 


Morton 


On request 


1* 


MUSICAL 


ADRIAN ROLLINI TRIO 


3:30 


Video Pictures 


Sterling 


$20-200 


9 


CHRISTMAS CAROLS'* 


1 :15 & 3:47 


Dynamic 


Dynamic 


On request 


12 


DELTA RHYTHM BOYS & OTHERS 


3:30 




Covcrnor Tv 


On request 


13 


DUKE OF IRON (Calypso) 


3:30 


Video Pictures 


Sterling 


$20-200 


8 


HILLBILLY JAMBOREE 


3 


Sack Tv 


Sack Tv 




13 


KINGDOM CHOIR 


3:30 & 5 


Cinema Service Corp. 


Cinema Service Corp. 


$15-25 


13 


MUSIC HALL VARIETIES 


3 


Official Films 


Official Films 


On request 


1,000 


MUSICALS 


3 & 6 


Cinccraft 






!• (Plan ' 


POPULAIRES 


3:30 


Video Pictures 


Sterling 


S20-200 


9 


SNADER TELESCRIPTIONS 


3 


Snadcr Telcscriptions Corp. 


Snader Releases, Inc. 


On request 


400 


STUDIO TELESCRIPTIONS 


1 :30 & 3 30 


Studio Films, Inc. 


United Tv 


On request 


1120 


TELETUNES 


3 


Riviera Productions 


Riviera Productions 


$15-50 


10 


TV DISK JOCKEY FILMS 


3 


Screen Cems 


Screen Cems 


$15-50 


60 


VIGNETTES IN RHYTHM 


2:30 & 3:30 


Clyde Brown Studios 


Clyde Brown Studios 


On request 


5 


MYSTERY & SUSPENSE 


CAPSULE MYSTERIES 


S 


Michelson 


Michelson 


$17-50-98.25 


39 


NEWS 


JINGLE DINGLE WEATHER FORECAST LIBRARY 


15 sec 


Jason Comic Art, Inc. 


Du Mont 


$7.50-25 per wk 


31 


REWICK REPORTING 


8:30 


Rcela Films 


WTVJ 


$25 per day 


Daily 


STORY OF THE WEEK, THE 


5 


Movietone 


20th Century Fox 


On request 


26 (or 5ll 


UNITED PRESS MOVIETONE NEWS 


1 & 10 


Movietone 


United Press 


On request 


Daily 


WEATHER FORECAST JINCLES 


30 sec. 


H. S. Coodman 


H. S. Goodman 


On request 


51 


WEATHER REPORTS 


20 sec. 


Mansfield 


Mansfield 


On request 


20 


QUIZ 












BEAT THE EXPERTS 


3:15 


Tclcncws 


Sterling 


$15-75 


65 


EYE WITNESS 


30 sec. 


Hurwitz 


H. S. Goodman 


On request 


130 


MINI MAGIC 


30 sec. 




Apollo 


$35 weekly 


26 i 


MINI TRIX 


30 sec. 




Apollo 


$35 weekly 


26 


VIZ QUIZ 


4.30 


Vidropn 


Vidcopix 


$10-100 


500 


RELIGIOUS 


LORD S PRAYER. THE 


3^30 


J. A. Eiscnbach 


J. A. Eiscnbach 


On request 


1» 


OUR LADY'S JUCCLER 


10 


Illustrate, Inc. 


Sterling Tv 


S15-100 


r . 


PASTORALE 


10 


Square Deal 


Square Deal 


On request 


— = — ■ 1 

1* 


RAYMOND MASSEY READS THE BIBLE 


3.20 


IWF, Inc. 


IWF, Inc. 


On request 


65 



FOOTNOTES: 'Pilot film. "Color. 
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YOU MIGHT CATCH A 24 7 -LB. TARPON * 

BUT . . . 

YOU NEED WKZO-TV 
FOR BEST TELEVISION RESULTS 
IN WESTERN MICHIGAN! 



WKZO-TV AREA PULSE 

(27 COUNTIES) 
SHARE OF AUDIENCE — MON.-FRI. — APRIL, 1953 





8 a.m.-12 noon 


12 noon -6 p.m. 


6 p.m.- 
12 midnight 


WKZO-TV 


62% (a) 


52% 


52% (a) 


STATION "B" 


26% 


25% 


25% (a) 


OTHERS 


12% 


23 


23% 



(a) Does not telecast for complete period and the share of 
audience is unadjusted for this situation. 



Latest Pulse figures show that WKZO-TV gets more than twice 
as many W estern Michigan and Northern Indiana viewers as 
the next station, morning, afternoon and night! 

Latest Hooper figures show that WKZO-TV dominates the area 
around Kalamazoo-Grand Rapids, too — actually delivers 55 fo 
more evening viewers than the next station, twice as many 
morning viewers, jour times as many afternoon viewers! 

WKZO-TV is looked-at. listened-to most in over 315,000 tele- 
vision homes. 

(80,000 WATTS VIDEO — 40,000 AUDIO) 




WKZO — KALAMAZOO 
WKZO-TV — GRAND RAPIDS-KALAMAZOO 
WJEF — GRAND RAPIDS 
WJEF-FM — GRAND RAPIDS-KALAMAZOO 
KOLN — LINCOLN, NEBRASKA 
KOLN-TV — LINCOLN, NEBRASKA 

Associated with 
WMBD — PEORIA, ILLINOIS 





25 JANUARY 1954 



OFFICIAL BASIC CBS FOR WESTERN MICHIGAN 

Avery- Knodel, Inc., Exclusive National Representatives 

In March, 1938, H. W. Sedgivick caught a tarpon this size in Mexico's Panuco River. 
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QUARTER HOUR FILMS— continued 



TYPE & NAME OF SHOW 



RUNNING TIME 
(Mil.) 



PRODUCER 



SALES AGENT 



COST RANGE 



SPORTS 



FOOTBALL EXTRAS 

FOOTBALL HI -LITES 

CREAT CUYS 0 COATS OF BASEBALL 

PIRATES OF THE WOODS 



PLAY CHAMPIONSHIP BASKETBALL 



SPORTS ALBUM 
SPORTSCIRL 
SPORTS LIBRARY 



SPORTS SHOW 



UNITED PRESS MOVIETONE 



WEST POINT CHAMPIONSHIP FOOTBALL 



WHATS THE RECORD 

WINTER S MACIC SPELL IN AUSTRIA 



S 

10 

3 

10.30 

10 

S 

10 

30 sec. 
6 

3-4 

10 

5 

10 



United World 
Atlas Tv Corp. 
Zach Baym 
Karlen 

Association Films 
Ziv Tv 
Libra Films 
American Newsrccl 
Hollywood Tv Prod. 
Movietone 
Association Films 
Ludlum O Haynes 
Cordon-Stratford 



United World 



SS-75 



10 



Atlas Tv Corp. 
Zach Baym 
Karlen 

Association Films 
Ziv Tv 
Libra Films 
Guild 



On request 



On request 



18 



$20-100 



On request 
S3S-3S0 



104 
1* 



On request 



S10 



Hollywood Tv Prod. 
United Press 



S35 each 



70 



On request 



Daily 



Association Films 
Sterling 

Radius Films, Inc. 



S10-35 (N.Y.) 



52 



On request 



1 (Plan ?) 



VARIOUS TYPES 



CHRISTMAS SHOPPINC |INCLES 


15 


H S Coodman 


H. S Coodman 


On request 


4S 


FIVE FOOT FILM SHELF 


varies 


Ccneral Film Prod. 


United Tv 


5200-350 


JStock shots, 
2000 feet) 


CUILD STOCK SHOT LIBRARY 


30 sec. 


Lippcrt 0 Todd 


Cuild 


On request 


400 


HOW IT ALL BECAN 


3:30 


Televista Prod. 


Texas Film Ent. 


S17 up 


65 


NOTHINC NEW UNDER THE SUN 


3:30 


M Certi 


M. Certz 


S10-100 


13 (Plan 130) 


OH BABY! 


5 


Barry. Enright 0 Friendly 


Barry, Enright Cr Friendly 


On request 




REALITEASE 


10 


Libra Films Prod. 


Libra Films Dist. 


S35-3S0 


r« 


TALKINC PICTURES LETTER. THE 


6 


Hollywood Tv Prod. 


Hollywood Tv Prod. 


$8000 


26 


TV-CLOSEUPS 


5 


Fairbanks 


Consolidated 


On request 


26 


TV-ETTES 


1-6 


Atlas Tv 


Atlas Tv 


On request 


100 (Plan 
3001 


VARIETY REVUE 


3:24 


Wash. Photo 


Audio-Video 


75% Class "A' 


Weekly 


WHATS YOUR PROBLEM 


4 


Milton Hammer 




S1S-75 


100 


WOMEN'S INTEREST 


BE HAPPY 0 HEALTHY" 


4 




Capitol Films 


On request 


10 


FILE FACTS 


3:30 


Kling 


Kling 


S7. 50-12. SO 


10 


HOMEMAKER SERIES 


4-4:S0 


Simmel-Meservey 


Simmel-Meservey 




6 


IN THE FASHION SPOTLICHT 


3:30 


Cdusens 


Cousens 


SI 2 


40 


LEATHER IS FASHION 


3:30-4 


Dynamic 


Dynamic 


On request 


14 


WOMAN SPEAKS 


10 


Film Studios 


Film Studios 


SlO-100 


13 


WOMEN IN THE NEWS 


10-12 


Film Studios 


Film Studios 


510-100 


26 


WOMEN OF TODAY 


10-12 


Film Studios 


Film Studios 


S10-100 


26 



FOOTNOTES: MMlot film. "Color 



I 'or list of fi/in pro.oroni sundicutars 
with names of salt's eamtuctm ami 
teU'phtMv uumhvrs turn to pat/e ?>2 


Kr«*i«!l mould SI'OSSOIt carries ratings of 
tin- Top 2fS stjmlieatt'tl film shows. Se^ 
list this issue mi pttfjrn -10, -II 


it directovu of producers of fi/in commercials 
trill appear iji the next issue of 
SI'OV.S'Olf. 11 IVorimri/ 


Reprints of this film section will he 
arailahle on order, ifuantitff price* 
will he sent to 1/011 ok request 
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SPONSOR 




7 Jr^s****' ^tSftf.iy^f* 




GREEN BAY 



- Paper FON D DU LAC - Leather-Milling fl? SHEBOYGAN - Furniture 




WAUSAU - Ele ctr 
25 JANUARY 1954 
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SYNDICATORS: Alphabetical list of distributors, contacts, phone number! 



ABC FILM SYNDICATION 
7 West 66th St. 
New York 23, N Y. 

N Y C: Dm L. Kearney. Susqurhanno 7-5000 
Chicago: John D. Burnt. And over 3.0000 
Hollywood: Earl Hudson. Normandy 3-3311 



ACADEMY FILM PROD.. INC. 
123 W. Chestnut St. 
Chicago 10. III. 

Chicago: Bernard Howard. Michigan 2 0128 



ALADDIN TELEVISION PROD.. INC. 
I6S North La Brea Ave. 
Los Angeles 36. Cal. 

Lo» Angeles: Julius F. Tuchler, Webster 3-9437 



TOBY ANCUISH MOTION PICTURE PROD. 
8470 Melrose Ave. 
Los Angeles 46, Cal. 

Los Angeles: Toby Anguish, Webtter 3-8J0I 



APOLLO PICTURES 
Empire Building 
Milwaukee 3, Wis. 

Milwaukee: R. E. Evans. Empire 1-8428 



ASSOCIATED PROCRAM SERVICE 
237 West S4th St. 
New York 19, N. Y. 

N.Y.C.: Ed Hoehhauser Jr., Pla/a 7-7700 



ASSOCIATION FILMS. INC. 
347 Madison Ave. 
New York 17. N. Y. 

N.Y.C: Robert Finehout. Murray Hill 5-8573 
San Francisco: W. D. Slier. Prospect 5-2800 
Chicago: M. G. Welland. Harrison 7-4399 
Dallas: Carl Stnhl, Randolph 3144 
Ridgeneld (N. J ): Ralph Del Coro. Mersemere 
6-8200 



ATLAS TELEVISION CORP. 
IS West 44th St. 
New York, N. Y. 

NY.C: Henry Broun. Murray Hill 7-5535 



CEO. BACNALL Cr ASSOC.. INC. 
109 North La Cicncga Blvd. 
Beverly Hills. Cal. 

Beverly Hills: J. J. O'Loughlln, Crestvlew 1-5133 
N Y.C: Anthony Aj/ato. Regent 4-8J89 
Chicago: Ben Barry. Victory 2-5454 



THOMAS J. BARBRE PROD. 
12IS E. Virginia Ave. 
Denver, Colo. 

Denver : Thomas I. Barbre. Race 460$ 



ZACH BAYM FILMS 

13 E. 37th St. 

New York 16, N. Y. 

N.Y.C.: Zaeh Baym. Murray Hill 9-4175 



BENCAL PICTURES 

3102 Qaincy St., N. E. 

Albuquerque, N. M. 

Albuquerque: Phil E. Canlonwlne 

N.Y.C.: Sanlord Ytager, 550 Fltth Ave. 

Los Angeles: Dollra Corp.. 1140 Crenshaw Blvd. 



BLINKEY PROD., INC. 
106 West End Ave. 
New York, N. Y. 

NY.C: Murray King. Susguthaano 7-4428 



CLYDE BROWN STUDIOS 
6211 Arroya Clcn 
Los Angeles 42, Cal. 
Los Angeles: Clyde Brown 



BYRON, INC. 

1226 Wisconsin Ave. N. W. 
Washington. D C. 
N.Y.8.: John H. War*. Circle S-8IM 
Washington: Byron ReudaBush, Dupent 7-1800 



S. W. CALDWELL. LTD. 
Simcoc House 
ISO Simcoc St. 
Toronto. Ontario 

Toronto: 9. W. Caldwell. Empire 6-8727 



CBS TELEVISION FILM SALES 

485 Madison Ave. 

New York 22, N Y. 

NYC: Fred J Mahlstedt. Pla/a 1-2345 

Hollywood: Tom Moore. Hollywood 9-1212 

San Frantlsto: Glenn Tlcer, Yukon 2-7000 

Atlanta: Jim Drrhard. £1. 0727 

Chicago: Wm. Perklnson. Whitehall 4-6000 

Dallas Carter Rlnglep. St. 499C 

Toronto (Dnt.): S. W Caldwell. Klngsdale 2103 



JACK CHERTOK PROD.. INC. 
1040 N. Las Palmas Ave. 
Los Angeles 38. Cal 

Lo* Angeles: Paul MacNamara, Hempstead 5106 



CINEMA SERVICE CORP. 

106 West End Ave. 

New York 17. N. Y. 

N.YC: Joseph Selden. Trafalgar 3- 141 1 



CINE-TELE PROD. 

6327 Santa Monica Blvd 

Hollywood, Cal. 

Hollywood: Harry J. Lehman, Gladstone 3376 



CINE-VIDEO PROD., INC. 
Milford, Conn. 

Mlllord: Capt. Garo W. Ray. 2-6590 



COMBINED TELEVISION-PICTURES 
241 S. Beverly Dr. 
Beverly Hills, Cal. 

Beverly Hills: John A. Byers. Crestvlew 5- 1 1 14 



COMMODORE PROD. & ARTISTS. INC. 
971 No. La Cicncga Blvd. 
Hollywood, Cal. 

Hollywood: Bill Heath. Br. 2-4701 

Los Angeles: Walter Wblto Jr., Crestvlew 1-7106 

Torut.to OnlJ : S. W Caldwell. Kingsdale 2103 

CONDOR PICTURES, INC. 
1S36 ViewSite Tcr. 
Hollywood 38. Cal. 

Hollywood: Milton Simon, Crestvlew 6-0033 

CONSOLIDATED TELEVISION SALES 
Sunset at Van Ness 
Hollywood 28. Cal. 

Hollywood: William Whiting, Hollywood 9 6369 
Chicago: Stuart V. Dawson. Michigan 2-5231 
Houston: Wade Barnes 

CORNELL FILM CO. 
1 S01 Broadway 
New York 36, N. Y. 

N Y.C. : David B. Dash. Wisconsin 7-6650 

CORONET INSTRUCTIONAL FILMS 
6S East Southwatcr 
Chicago 1. Ill 

Chicago: Ellsworth C. Dent. Dearborn 2-7676 

COURNEYA PROD. 

633 North Almont Dr. 

West Hollywood 46. Cal. 

Hollywood: Jerry Courneya, Crostvlew 4-5621 

CLAYTON W. COUSENS PROD. 

333 West 78th St. 

New York 24, N. Y. 

N.YC: C. W. Cousens, Tralaigar 3-5870 

DENCER O ASSOC. 
292S West Eighth St 
Los Angeles S. Cal. 

Los Angeles: Irvln Levin. Dunkirk 7-2273 

DEMBY PROD., INC. 

34 East Sis St. 

New York 22. N Y. 

N Y.C. : Emanuel Demby. Pla/a 9-2495 

DU MONT FILM SYNDICATION DEPT. 
SIS Madison Ave. 
New York 22. N. Y. 

NYC: Merrlman H HolU Jr. Lehigh 5-I0O0 
Hellywood: John Prttehard .Hellywood 2.272 1 
Chltate: Bernard Miller. Whitehall 4.2370 
Baltimore: Harry Wrlgnt 
Detrtit: eha> J. fthepparxl 
Cincinnati: George Brrngel 

Portland (Ore): Merrlman H. Halt/ Sr.. Mur- 
doch 4255 
Dallas: BUI Bull. Sterling 2306 
Tervnte (Can): Telepls Movlev Ltd. 



DYNAMIC FILMS. INC 
112 W. 89th St. 
New York 24, N. Y. 

N Y.C: Margaret Ptellter. Trafalgar 3-6221 



JACK A. EISENBACH PROD. 
6S8 S. Mansfield Ave. 
Hollywood 36, Cal. 

Hollywood: I. A. Elsenbach. Webster 1-8345 



FILMCRAFT PROD. 

84S1 Melrose Ave. 

Los Angeles 46, Cal. 

Los Angeles: Bob Mart. Webster 3-9281 

FILM NETWORK, INC. 

8S3 Seventh Ave. 

New York 19, N. Y. 

N. Y.C: West Hooker, Judson 2-3026 

FILMS FOR TELEVISION, INC. 
Harbor Ave. 

Marblchcad Neck, Mass. 

Marblehead Neck: Charles W. Phelan, Marble- 
head 2020 

FLYINC A PICTURES, INC. 
6920 Sunset Blvd. 
Hollywood 28, Cal. 

Hollywood: Armand Schaeter. Hollywood 9-1425 

CEORCE F. FOLEY, INC. 

62S Madison Ave. 

New York 22, N. Y. 

N Y.C: Geo. F. Foley, Pla/a 1-1860 

Hollywood: Klngsley F. Norton 

FOUNDATION FILMS CORP. 
Citizens Bank Building 
Pasadena, Calif. 

Pasadena: Richard Pearsall, Sy 2-6476 

ALLEN A. FUNT PROD. 
100 Central Park S. 
New York. N. Y. 

N.Y.C: Allen A. Funt, Judson 6-5227 



MITCHELL CERTZ ACENCY. INC. 
240 South Beverly Dr. 
Beverly Hills. Cal. 

Beverly Hills: Mitchell Gertz, Crestvlew 4-4591 

HARRY S. COODMAN PROD. 
19 East S3rd St. 
New York, N. Y. 

N Y.C: Daniel Goodman. Pla/a 5-6131 

Toro.,lo (Dnt.): S W Caldwell. Kingsdale 2103 

COODWIN INTL. 
P. O. Box 4801 
Johannesburg. Africa 
Johannesburg: E. J. Lowe, 23-2548 



COVERNER T. V. ATTRACTIONS. INC. 
I SI West 46th St. 
New York. N. Y. 

NY.C: Arthur Kerman. Judson 6-4221 
Hollywood: Tom Corradlne, Hudson 2-4448 
Cleveland: John Barden 



CREATEST FICHTS, INC, 

9 East 40th St. 

New York 16, N. Y. 

N Y.C: Bill Bryan, Lexington 2-1717 

CUILD FILMS CO., INC. 
420 Madison Ave. 
New York 36, N. Y. 

NYC: Rcub Kautnan. Murray Hill 8-5365 
Hollywood: Will Lane. Hollywood 9-5456 
Chicago: Bob DeVlnny. Wa. 2-4148 
Kansas City (Mo.): Vic Peck. Armour 4310 
Cleveland: George Fisher. Garfield 1-2520 
Portland (Ore): Merrlman HolU. Murdock 4255 
Toronto (Dnt.): S. W. Caldwell. Kingsdale 2103 

LESLIE HOLHENA 

932 N La Brca Ave. 

Hollywood 38. Cal. 

Hollywood: Leslie Holhena. Granite 3174 

HOFFBERC PROD.. INC. 

362 West 44th St. 

New York 36. N. Y. 

N Y C: Jack H. Heflberg. Circle 6 9031 



HOLLYWOOD TELEVISION PROD. 
SIS Fifth Ave. 
New York, N. Y. 
N.Y.C: Jack McGowan, Murray Hill 2-0328a 
Jersey City (N. J ): Hal Klerce. Journal Sqi 
3-2034 



IMPERIAL WORLD FILMS 
49 East Oak St. 
Chicago, III. 

Chicago: Russ Davis. Michigan 2-6200 

INTERNATIONAL FILM BUREAU 
S7 East Jackson Blvd. 
Chicago 4. III. 

Chicago: Wesley H. Green, Wabash 2-1.648 

INTERNATIONAL NEWS SERVICE 
23S East 4Sth St. 
New York. N. Y. 

N.Y.C. ; Robert H. Reld, Murray Hill 7-U 
Chicago: Gene Roguskl. Andover 3-1234 
Los Angeles: Lee Ferrero, Richmond 7-4233 
St. Louis: Jack Estell. Garfield 0859 
Dallas: Ray Baumgardner. Riverside 3421 
Des Moines: Martin Miller, Des Moines 3 



INTERNATIONAL TELE-FILM PROD 
331 Madison Ave. 
New York 28. N. Y. 
N.Y.C. : Paul F. Moss, Murray Hill 7-911 

INTERSTATE TELEVISION CORP. 
1S60 Broadway 
New York. N. Y. 
N.Y.C. : Lloyd Llnd, Plaza 7-3070 
Hollywood: G. Ralph Branton. No. 2-9181 
Dallas: Thomas L. Mllana, Prospect 1658 

IWF, INC. 
49 East Oak St. 
Chicago 11. III. 
Chicago: Michigan 2-6200 

KACRAN FILMS, INC. 

4 West S8th St. 

New York 19. N. Y. 

N.Y.C. : Joe Clair. Murray Hill 8-0585 

BERNARD E. KARLEN PROD. 

270 Park Ave. 

New York 17, N. Y. 

N.Y.C: B. E. Karlen. Pla/a 9-3107 

KLINC STUDIOS. INC. 
601 N. Fairbanks Court 
Chicago 11, III. 

Chicago: Chris Petersen Jr.. Delaware 7H 
Hollywood: Lee Blevins. Gladstono 8878 f 
San Francisco: Richard Downey. Yukon « 
St. Louis: Bert Somson, Resedale 3500 
N.Y.C: Seymour Thompson 
Seattle: D. D. Fairbanks. Main 3860* 
Detroit: Stanley Jack 



LAKESIDE TELEVISION CO:. INC. 
146S Broadway 
New York 36, N. Y. 

N.Y.C: Bernard Schulman. Longacre 5- B 
Los Angeles: Sam Wels., 951 N. La Cue la 

ALBERT LANC PROD.. INC. 
$746 Sunset Blvd. 
Los Angeles 26, Cal. 
Los Angeles: Albert Lang 



Hu 2-7111' 



INC. 



ROBERT LAWRENCE PROD., 
418 West S4th St. 
New York 19. N. Y. 
N.Y.C. : Robert L. Lawrence. Judson 2- 



CENE LESTER PROD. 
1487 North Vine St. 
Hollywood 28. Cal. 
Hollywood: G. Lester. Hillside 7287 

LIBRA FILMS PRODUCERS-DISTRIB 
6S25 Sunset Blvd. 
Hollywood 28, Cal. 

Hollywood: Charles M. McCoy. GladsterT"* 

M & A ALEXANDER PROD., INC I 

6040 Sunset Blvd. 

Hollywood 28. Cal. 

Hollywood: Max Alexander, Hellywood 

(List continues page 94 
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Hundred-and-forty-three 

percenter 



■ Individual as a gold inlay, E. 
Gilbert Forbes is news editor of 
WFBM and the number one news- 
caster in Indiana. He spends 80% 
of his time preparing broadcasts 
and telecasts, 5% of his time on 
radio (20 quarter-hours a week), 
3% of his time on tv (16 fifteen- 
minute or five-minute newscasts), 
25% of his time in outside activities, 
and 30% with home and family. If 
the total is 143%, it's about right. 
This is a busy fellow. 



Now in his sixteenth year as news 
editor hereabouts, E.G.F. was col- 
lege trained in journalism, entered 
radio in St. Louis, moved to WFBM 
in 1937. and spent 1944 as a war 



correspondent in Europe interpret- 
ing the ETO for our listeners. 

His technique is simple: He 
studies world affairs and delivers 
the news. Much in demand for per- 
sonal appearances, and practically 
unable to say no, Gilhert Forbes 
once discovered that he was ex- 
pected to address three different 
groups at practically the same time. 
His resolution of this difficulty was 
a masterpiece of tact and timing. 

Forbes is seen six days a week on 
television; heard seven days a week 
on radio; viewed with fellow-mem- 
bers of the Indianapolis Literary 
Club, the Press Club, the Artists' 
Society and the Meridian Heights 
Presbyterian Church, a few of the 
organizations in which he is active. 

When a Hoosier host wants to hit 
an arguing guest over the head with 
a piece of inflexible logic, all he has 
to say is "Gil Forbes said so." If 
Forbes said it, it's true, correlated, 
analyzed, evaluated, put in proper 
perspective and well expressed. 

Year after year, Hoosiers listen 
to Gilbert Forbes and the news. 
There may be a better framework 
for commercials selling items with 
general appeal, but not in these 
parts. Check the Katz man for 
availabilities. 



WFBM WFBM-TV 

INDIANAPOLIS • CBS 
Represented by the Kati Agency 

Affiliated with WEOA, Evansville; WFDF, Flint; WOOD AM & TV, Crand Rapids 



SYNDICATORS: Alphabetical list of distributors, contacts, phone numbers 



MAC STUDIOS 
Hollywood Roosevelt Hotel 
Hollywood, Cal. 
Hollywood: Nnvd Gratinan 



MA|OR TELEVISION PROD . INC 
1270 Avenue of Americas 
New York 20, N Y. 
N Y.C.: Irving Liner, Plua 7.6990 



MANSFIELD ENTERPRISES. INC. 

49 East 53rd St 

New York 22. N. Y. 

NYC: Harry Trenner, Plua 10927 



MARATHON TV NEWSREEL 
125 East SOth St. 
New York 22. N. Y. 

N YC: Konstantln Kaiser, Murray Hill 6 09SS 



MARCH OF TIME 

369 Lexington Ave. 

New York 17, N. Y. 

N YC: Frank J. Shea. Judson 6-1212 



THE MASTERS PROD.. INC. 

51$ Madison Ave. 

New York 22. N. Y. 

NYC: Irving Satin. Eldorado 5-6620 



MCA TV. LTD. 
598 Madison Ave. 
New York. N. Y. 

NYC: David Sutton. Plua 9-7500 
Beverly Hills: Bob Gretnbrrg. Crrstvlcw. 6-2001 
San Francisco: Kirk Torney. Exbrook 2-8912 
Chleago: M. B. Llpsry, Delaware 7-1100 
Boston: Dave Abbott. Copley 7-5830 
Detroit: Verle Boque. woodward 2-2604 
Minneapolis: Charles Rlehter, Lincoln 7863 
Cleveland: Oe Arv Barton. Cherry 6010 
Dallas: Ed* In Green*. Prospect 7536 
Atlanta: 611 Henry Grady Bldg.. Lamar 6750 



CHARLES MlCHELSON. INC. 
15 West 47th St. 
New York 36. N. Y. 

N Y C: Charles Mlehclson. Plua 7-0695 

Lot Angeles: Bob Relehenbach, Hollywood 9.4580 



MORTON TELEVISION PROD . INC. 
64 East Lake St. 
Chicago I. III. 

Chicago: Morton Jacob son. Central 6-4144 



MOTION PICTURES FOR TELEVISION 

655 Madison Ave. 

New York 21, N Y. 

N Y.C.: Sy Welntraub. Templeton 8-2000 

Hollywood: Lea Kcrner. Crestvlew t • 61 0 1 

Chicago: Richard F. Felner. Whitehall 3-0786 

Boston: Fred Yardley. Hancock 6-0897 

Detroit: Arthur Ka'man 

Dallas: Kenneth Ros-well. Logan 2628 



MPO PRODUCTIONS. INC. 
15 East 53rd St. 
New York. N. Y. 

N.Y.C: Judd L. Pollock. Murray HIM 8-7830 



NBC TV FILM DIVISION 

30 Rockefeller Plaza 

New York 20. N. Y. 

N YC: Leonard Waragcr, Circle 7-8300 

Hollywood: Clifford Dgden. Hollywood 2-2721 

Chicago: H Weller Keever. Superior 7-8300 



NATIONAL TELEFILM ASSOCIATES 
101 West 55th St. 
New York. N Y. 

NYC: David Wolper, Columbus 5 8646 

Los Angeles: Bernard Tabaklfl. Crrstvlew 4 5135 

Detroit: Moe Dude lion. Woodward 3-5925 

Dallas: Ken Ros-.welt. Elmhurst 6380 

St. Louis: George Phillips. Jeflerson 6397 



NETHERLANDS INFORMATION SERVICE 
Holland. Mich. 

Holland (Mich ): Wlllard C. Wlehers, 3174 



OFFICIAL FILMS. INC. 

2S West 45th St. 

New York 36. N Y. 

NYC: Herman Rush. Plua 7-0IOO 



OLIO VIDEO TELEVISION PROD. 
20 East 42nd St. 
New York 17. N Y. 

NYC: Milton Subotsky, Murray HIM 2-3218 



OUTLOOK PROD . INC. 

2S Broad St 

New York 4, N. Y. 

NYC: Sally L. Llndover. Hanover 2-5688 



PACKACED PROCRAMS. INC. 
634 Pcnn Ave. 
Pittsburgh 22. Pa. 

Pittsburgh: M E Flerst. Grant 1 -4756 



PARAMOUNT TELEVISION PROD.. INC. 

1 SOI Broadway 

New York 36. N Y. 

NYC: John F. Howell. Bryant 9-8700 

Los Angeles: Gordon Wright. Hollywood 9-G363 



CEORCE LOCAN PRICE 
20828 Pacific Coast Highway 
Malibu. Cal. 

Mallbu: George L. Price. Globe 6 2135 



RADIUS FILMS. INC. 
310 West 53rd St. 
New York 19, N. Y. 

NYC: Alexander S. Gordon. Judson 6-6438 



RCA RECORDED 6 TV FILM SALES 
630 Fifth Ave. 
New York 20. N. Y. 
NYC: A B Sim brook. Judson 2-5011 
Hollywood: Wm. Gartland. Hillside 5171 
Atlanta: Wallach Cochran. Walnut 5948 
Chicago: W. Relly. Whitehall 4-3530 
Dallas: Robert Fender. Riverside 1317 



REYNOLDS PROD. 

7324 Santa Monica Blvd. 

Hollywood. Cal. 

Hollywood: Stuart Reynolds. Crestvlew 1-6155 
N.Y.C: Bill Gernannt. PI 7-1638 



RIVIERA PROD. 
1713 Via El Prado 
Rcdondo Beach. Cal. 

Redcndo Beach: F. W. Zens. Frontier 5-4592 



RICHARD H. ROCCRS CO. 
14 East 62nd St. 
New York 21, N. Y. 

NYC: Richard H. Rogers, Templeton 8-5112 



SACK TELEVISION ENTERPRISES 
3S8 West 44th St. 
New York. N. Y. 

NYC: Julius Sack, Judson 6-2258 
Dallas: Alfred N. Sack. Sterling 3069 



WALTER SCHWIMMER PROD.. INC. 
7S E. Wackcr Dr. 
Chicago, III. 

Chicago: Walter Srhwlmmer. Franklin 2 4392 
NYC: J»:k Arden. Lexington 2-1791 



SCREEN GEMS, INC. 
233 West 49th St. 
New York. N Y. 

NYC: John H. Mitchell. Circle 5-5044 
San Francisco: Richard Dinsmore. Lob if a 6-5238 
Atlanta: Henry Gillespie. Main 6413 
Chicago: Jo"in McCormlck. Franklin 2-3696 
Dallas: John Wilson. Randolph 5076 
Cleveland: William Croley. Cherry 1-2264 
Holywood: Irving Brlskin. Hudson 2-31 1 1 



SCREEN TELEVI DEO FROD. 
333 S. Beverly Dr. 
Beverly Hills. Cal. 

Beverly Hills: Huby E Abel, Crestvlew 1. 6131 



SIMMEL MESERVEY INC. 
8826 Olympic Blvd 
Beverly Hills, Cal. 
Beverly Hills: Louis C. SIriricI 



SNADER RELEASES, INC. 
177 S Beverly Dr 
Beverly Hills. Cal 

Beverly Hills: Louis D Snader. Crestvlew S- 4451 



SPORTATORIUM lEDW McLEMORE) 
Cadiz £> Industrial Blvds 
Dallas. Tea 

Dallas: Maurlte Beck. Sterling 2173 



SQUARE DEAL PICTURES CORP 
Pines Bridge Road 
Ossining, N. Y 

Dsslning: Donn Marvin. Osslnlnf 1-2617 



STANDARD TELEVISION 
1203 West Seventh St. 
Los Angeles, Cal, 

Los Angeles: Pearl Adelman, Madison 2192 



STATION DISTRIBUTORS, INC 

40 East 51st St. 

New York. N Y 

NYC: J. Williams. Plua 9-4953 



STERLINC TELEVISION CO.. INC 

205 East 43rd St, 

New York 17. N. Y. 

NYC: Richard Carlton. Oxford 7-2520 

Hollywood: Leo Drgi-I. Hollywood 4-61 1 1 



STOCK CAR FILM CO. 
540 N. Michigan Ave. 
Chicago. III. 

Chicago: Gerald Presson. Superior 7-9160 



SYNDICATED FILMS 
1022 Forbes St 
Pittsburgh 19. Pa 

Pittsburgh: H. John Kemerer. Express 1-1355 



THE TEEVEE CO 
211 South Beverly Dr. 
Beverly Hills. Cal. 

Beverly Hills: Mare Frederic. Crestvlew 5-1076 
N.Y.C: Saul Reiss. Plua 9-8000 



TELECAST FILMS, INC. 
112 West 48th St. 
New York 36. N. Y. 

N.Y.C: Gordon W. Hedwlg. Judson 6-5480 



TELESCENE FILM PROD. CO. 
237 First Ave. 
New York 3, N. Y. 

N Y.C: Robert D. Tobias, Algonquin 4-8470 



TELEVISION PROCRAMS OF AMERICA, INC. 
729 Seventh Ave. 
New York 19, N. Y. 

N.Y.C: Michael M. Silverman. Plua 7-2765 



TELEVISION SCREEN PROD. 
17 East 45th St. 
New York 19. N. Y. 

N.Y.C: Charles J. Basch Jr.. Murray Hill 2-8877 
Los Angeles: Adrian Weiss. Webster 8-5287 



TELEVISION SNAPSHOTS. INC. 

SO Park Ave. 

New York 16. N. Y. 

N Y.C: Babette J. Oonlger. Murray Hill 9-6874 



TEL RA PROD 
1518 Walnut St 
Philadelphia 2. Pa, 

Philadelphia: Wally Orr, Kingsley 6-4140 



J. WALTER THOMPSON CO 
420 Lexington Ave 
New York 19. N. Y. 

N YC: Howard Rellly. Murray HIM 3-2000 



TIMES SQUARE PROD., INC. 
I4S West 4Sth St, 
New York 36. N Y 

NYC: Charles W. Curran Circle 6-4443 



TWENTIETH CENTURY-FOX TELEVISION 

PRODS., INC. 
444 West 56th St 
New York 19, N. Y 
NYC: Clayton Bond. Columbus 5-3320 



UNIFILMS. INC 
146 East 47th St 
New York. N Y 

NYC: Charles E. Gallagher. Murray Hill 8 9325 
Philadelphia: Jack Stewart. Kingsley 5-8013 



UNITED ARTISTS TELEVISION CORP. 

729 Seventh Ave. 

New Yofli 1 9. H. Y. 

N Y.C: Sub Curlncr, Circle S-WA 

Charlotte IN. C): Bfltnir Ltr-rtnra.. r-Sltss 

Atlanta: r ret mm fl. Jones, Wiefliil 5-J.B6 

Chicago: Ptr D'Brltn. KaJTlUfi 7-6310 

Ljk A regies; ltn.ii EtlHnocr, Hep Li tilt 4-1 IV 



UNITED PRESi MOVIETONE 
220 East 42nd St. 
New York, N, Y. 

NYC: William r.. Pair in, Murray H ill 2 i* 
Albany: Robert T. Atieirxn. Albany S-TJil 
Atlanta: Stanley Vrhl1iJi;r. Walnut Sin 
Boston: Bert Matitrstn. Cieltal j.*Mfj 
Chicago: Edmund E>e«ves, RaiMlaldh G-D04I 
Dallas: Fred MrCmn, fllvcrtirje 40*5 
Denver: Samuel H . Pt*. Alpine I lis 
H ollywtHnl i festph Umnn 

Kansas CJft [Mt.j: Sarnuil D. Hales, GrarnJ A 
Los AoirJii: J mini. Qui (in. Rirrune.no 65*S 
Loulsvlili: H. L. Ougin. Wabath IH7 
Minneapolis: H, C. ThofnlMt, Lincoln J14J 
Dmaha: W. C. Wilson, Webster ZtM 
Pittsburgh: Gerald I Hock, Cjkim I -4033 
Portland (Ore.): Henry t Ml pan). 9w« ft 
Salt Lake City; Mum* H, M»lw. Silt u 

City 5-3502 
San Francisco: frti J, Gram, Yukon t-£iw 
Seattle: David F. Btlnap. Main ?5«5 
London (Eng.): Denrgt H Pinal, CHitirat t 
Meiico City (Mti. i • ftotseri Prrsrofl, 35B 

133301 

Montreal (Can.): fh.iip R Curriji. ^Iitttu I 
Paris (Franco): Iran do Gandt, TillSwjl U5 



UNITED TV PROCRAMS. INC. 
6S0 North Bronson Ave. 
Hollywood, Cal. 

Hollywood: Wynn Nathan, Hollywood 9-Uil 

Chleago: Carl Waters. Co. 6-0041 

Dallas: Ray Wild 

Memphis: Tel., 5-9986 

N Y,C; Aaron Beckwith. Plua 3-4620 

Pittsburgh: Eugene Adams, Electric 12325 

St. Louis: Herb Miller. Chestnut 4568 



UNITED WORLD FILMS 
445 Park Ave. 
New York. N. Y. 

N Y.C: Norman Cluck. Plua 9-8000 
Atlanta: Leonard Berth. Cypress 6201 
Chicago: Carl Water:. State 2-3840 
Dallas: Alan Rrtrrli, Sterling; 
Portland (Ore.) - L J. MfGlnky. Garfield I 
Universal City {Cal.,: Goo. Bole. Stinlev 7 



VICTOR RADIO 0 TV ENTERPRISES 
Post Office Bos 485 
Passaic, N. ]. 

Passaic: John Novak, Prtscott 7-7013 
Detroit: E. BrnmlnJI 

VIDEOPIX, INC, 
717 Liberty Ave?. 
Pittsburgh, Pa, 

Pittsburgh: William Phl.Hsh. Court i M 



VITAPIX CORP. 
509 Madison Ave:. 
New York, N. % 

N.Y.C: Robert H. w orm h mi gi Plua a. ID 
Chicago: Carl A. RuskM. Anderm- 1.2950 
New Orleans: Dill McDonald, Canal 6?lS 
Hollywood: Creitvro 1 .7191 



vocue wricht studios 

469 East Ohio St. 
Chicago 11. Ill, 

Chicago: deorgr T Beikftf McAa-k *-5#" 
N.Y.C: Robert Suet A loanou'n 4-3400 

WASHINGTON SPOTLIGHT 
9al Washington 6lJjt. 
Washington, D C, 

Washington; M 1 1 1 on Hinm, StfHnfj 3. 

LOUIS WEISS t> CO- 
6SS N Fairfa* Ave. 
Los Angeles, Cal. 

Los Angeles: AdrtM Wrist, weDsirr (i-iP 
Pittsburgh: Bertivd TencJei. Grant l-I9». 
Chicago: Ben flair*. Vlclary J-J454 
Baltimore. Harry Wright. Vm"y i-0*69 
San Francisco: VmeoAlnl Asiue., Esbr**k 



WINIK FILM CORP. 

625 Madison Ave. 

New York 22. H. Y. 

N.Y.C: Leslie WJnik Plui 1-MU 

ZiV TV PROCRAMS. INC. 
488 Madison Ave. 
New York 22, N Y, 

N YC: M J Ftlftlri. W.jrras Kill 1-47 
Cincinnati: Edward Brtunin. Plaja tlti 
Los Angeles: waller I. KlnasKy. Hemilf i* 



sk your national 



representative 



You're on the verge of a decision, 
and a problem. 

What business papers to pick 
for your station promotion? 

It's no problem to kiss off, 

for your choice can have a telling 

effect on your national spot 

income. 

But where to get the facts? 

The answer is simple. Ask your 
national representative. 

He knows. His salesmen get around 
They learn which business papers 
are appreciated, read and discussed 
by buyers of broadcast time 

His is an expert opinion. 

Don't overlook your national 
representative. 



SI 

vponsor 

the magazine 
radio and TV 
advertisers 

fusel 



3 GOOD REASONS 

why you should act promptly 
to buy 

"BOSS 

LADY" 



starring 




LYNN BARI 

13 half-hour films made 
especially for television 

1. Top Rating 

Started with a 17.7 Scihcn 
and rose rapidly to 30.2 

2. Top Quality 

Filmed iritJi taste, know-how 
and showmanship in nil depart- 
mt nts: — 

CASTINC • WRITINC • PRODUCTION 

3. Priced Right, Too! 

Seeing is ]m> F i<>v j m :_r . for coal- 
pit t( information 
contact 



IK & A Alexander Productions, 
Inc. 

6040 Sunset Blvd. 
Hollywood 28, Calif, 
Phone — Hollywood 4-3414 



FILM BUSINESS 

{Continued from page 53) 

to ltx-iil clients and agencies; or tbe 
;>alr to liK-al clients directly. A lot of 
new show? *old and the majority of 
rerun shows fall into this class, and 
represent an estimated 75 r ' of the total 
business. Grief local clients, according 
to the sales records of s\ nriirators are, 
in order: auto dealers and dealer 
groups (notably Ford and Chevrolet), 
heer companies (local and regional), 
hakeries. dairies, appliance retailers 
and hanks. 

3. New tv stations — one of the chief 
*ales targets of the syndicators — sel- 
dom have large sums of capital with 
which to contract for tv film packages. 
llowe\er, most of them indicate a great 
need for good tv film shows. Accord- 
ingly, many film syndicators have set 
up special contractual arrangements 
with short-term cancellation clauses so 
that stations can have various types of 
"starter packages." 

&*■ M ulti-iimrLvt tlvals 

Uecause it simplifies hilling, assures 
them an income, and affords a certain 
amount of prestige, syndicators today 
generally approach hig national tv spot 
advertiser* first when a brand-new film 
package is hping launched in syndica- 
tion, or when a top-rated film show, 
formerly on a network, moves over 
into *\ ndication. 

This kind of selling is very competi- 
tive. The vice president of a large film 
distributor in New York told SPONSOR 
that he kept close tabs on the expira- 
tion dates of his competitors' multi- 
market deals and often planned release 
dates on his new properties accord- 
ingly. Many others do the same. 

Some of the multi-niarket deals are 
indeed ripe contractual plums. Usually, 
the sponsor places it in at least a dozen 
markets with the distributor offering it 
on a syndicated basis in the remainder 
of I'. S. markets. Here are a few of 
the larger spot deal*-: 

Interstate Bakeries, now going into 
its fifth year of sponsorship with Ziv 
TV's C1V0 Kid, leknises the We-tern 
film series on a spot ba>is in 18 mar- 
kets, l'.sso has recently been sponsor- 
ing 5< reeu Gems" Hig Playback in some 
■15 markets virtually its entire mar- 
keting area. Canada Dry achieved 
near-national t\ coverage in 1953 with 
its sponsorship of Official Films" Terry 
and the I'iratcs in some 56 markets. 
Jliul plans a similar deal (alternating 




RELIEF THROUGH MODERN'S 
3-point film traffic and library 
service especially designed for 
agencies, syndicators, producers 

and distributors. 

1. Process control that gives you exact 
information on every program from 
scheduling to return of the film after 
showing. 

1. Editing and film maintenance con- 
trol that keeps your prints in optimum 
condition. 

3. Shipping control that places your 
prints — programs or commercials — in 
the hands of TV stations on time every 
time. 

These plus many other features 
constitute our complete television film 
traffic service. 




Modern Talking Picture Service, Inc. 

TV' Division 

45 Rockefeller Plaza 

New York 20, New York 

EXCHANGES IN 

Chicago • Los Angeles 'New York 



SPONSOR 



every other week with a local adver- 
tiser) on CBS TV Film's Annie Oakley. 

Spotting by regional advertisers on 
a multi-market basis is proportionately 
as large. Phillips Petroleum sponsors 
Ziv TV's / Led Three Lives in 38 tv 
markets. Pure Oil has bought NBC 
Film Division's Badge 714 (formerly 
Dragnet) for spotting in 30 markets 
from Duluth to Miami. Standard Oil 
of California has signed for Roland 
Reed Productions' new IV aterjront se- 
ries and will spot it on 14 stations in 
seven Western states. Johnston Bakeries, 
since late fall, has been spending vir- 
tually all of its ad budget (and covers 
virtually all of its sales area) with 
United Television Programs' Rocky 
Jones, Space Ranger, spotting the show 
on some eight north-central-U.S. out- 
lets. There are many others. 

However, as mentioned earlier, such 
deals only represent perhaps the upper 
25% of the whole film syndication 
business. 

► Business stability 

A few members of the tv film syn- 
dication business have grown like 
Jack's fabled beanstalk. Here are a 
few examples: 

Guild Films, organized only 15 
months ago by Reub Kaufman, stated 
last month that it did a gross of some 
$2 million last year, and expects to do 
some $5 million, according to Kauf- 
man, in 1954. Guild's first big pack- 
age, The Liberace Shoiv, was launched 
only a year ago but is now scheduled 
(over 90% sponsored) on over 150 
tv stations. 

NBC launched its Film Division last 
March as one of that network's three 
major operating divisions. Since then. 
NBC's syndication offshoot has boosted 
its inventory from two to 14 packages 
and its annual gross billings into the 
$10 million class. In addition, NBC 
has enlarged its services to include 
complete research, promotion and mer- 
chandising facilities for syndicated 
films, and is now participating finan- 
cially in production of new packages. 

Ziv TV, organized in 1948 as a side- 
line to radio syndicator Fred Ziv's vet- 
eran organization. Today, Ziv TV sells 
{Please turn to page 106) 



TV COSTS GOT YOU DOWN? 
The Sportsman's Club 

52 popular, well rated, 15 minute hunting, fish- 
ing and outdoor shows featuring Dave Newell 
and panel of experts. Write for audition prints. 

SYNDICATED FILMS 
1022 Forbei Street Phone: EXprew 1-1355 

Pittsburgh 19, Pa. 



Pi 



Precision 

Prints 

YOUR PRODUCTIONS 
BEST REPRESENTATIVE 




CLOSE CHECK ON 
PROCESSING 
Picture and sound results are held 
to the closest limits by automatic 
temperature regulation, spray devel- 
opment, electronically filtered and 
humidity controlled air in the dry- 
ing cabinets, circulating filtered 
baths, Thymatrol molor drive, film 
waxing and others. The exacting 
requirements of sound track devel- 
opment are met in PRECISION'S 
special developing machinery. 



YOUR ASSURANCE OF 
BETTER 16mm PRINTS 

16 Years Research and Specialization in every phase of 16mm processing, 
visual and aural. So organized and equipped that all Precision jobs are of the 
highest quality. 

Individual Attention is given each film, each reel, each scene, each frame — 
through every phase of the complex business of processing — assuring you of 
the very best results. 

Our Advanced Methods and our constant checking and adoption of up-to- 
the-minute techniques, plus new engineering principles and special machinery 
enable us to offer service unequalled anywhere! 

Newest Facilities in the 16mm field are available to customers of Precision, 
including the most modern applications of electronics, chemistry, physics, optics, 
sensitometry and densitometry — including exclusive Maurer-designed equip* 
ment — your guarantee that only the best is yours at Precision! 



Precision Film Laboratories — a di- 
vision of J. A. Mauret, Inc., has 16 
years of specialization in the 16mm 
field, consistently meets the latest de- 
mands for higher quality and speed. 



.in 

IP 
uiii 



PRECISION 



25 JANUARY 1954 



FILM LABORATORIES, INC. 
21 West 46th St., 
New York 36, N.Y. 
JU 2.3970 



WKY Radio 

thoroughly saturates one 
important southwestern 
market. It is powered and 
programmed exclusively 
(or Oklahoma--you need 
not buy waste circulation. 




Remember, when planning an advertising 
schedule for Oklahoma that WKY, the third 
oldest radio station in the nation, serves 
more Ok'ihoma homes and covers more 
Oklahoma buying power from Oklahoma's 
largest city . . . than any other station! 





930 KC 5000 W NBC 



Rad IO Oklahoma City, Okla. 



Owned and operated by The Oklahoma Publishing Componyt Tne 
Dolly Oklohamon — Oklohomo Cily Times — The Former-Slockroon — 
WKY.TV . . . Represented by KATZ AGENCY 
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RADIO COMPARAGRAPH OF NETWORK I 



Jiirk. 
>'zk, Burnett 
d :15 el t das 
to Crop. Mxn; 
I . Oellucotton 

, C 3 alt das 

8 -Klst Tuna 
,w. alt f 
0:30-45 
|1 li es & D avis 
4 : pepsodent 
i.w. alt f 
10:45-11 
inn-Erlckson 



Cecil 
N 



Brown news 
coop 
m-f L 



Faith In our Time 

N 10:15-30 L 



Welcome traveler* 
P&G splc&span, 
joy. prell. white 

rhcer. zest 
163C m-f L 
rH6-6:30 pm 



8 

j -ey (cont'd) 
fibury Mills 

i.vs. »it r 

I ett 

istol -Myers 
r.f 11:15-30 

iS I 



ft up yr Mnd 
Inentel Bkg 
m-f L 

1 $2875 



Vesemary 
: Ivory snow 
* m-f L 
$2700 



F Sinqiser news 
S C Johnson vvxs 
4MX 10:30-35 I, 
NL&B m-sat** 

Johnny Dlsen 
Show 
N I. 

m-f 10:35-11 



Wonderful City 
N m-f 1. 
$3000 

H Engle news 
S C Johnson wxs 
512C 11:25-30 L 
NL&B m-sat" 



Blow 



$4000 



Bob Hope 

Gen Fds: iell-o* 
1«211 m-f T 
Y&R $8,000 



Break the Bank 

Miles Labs 
1S2H m-f T 
Wade $4200 



ndy Werren 

Fds: max hst 
m-f L 
$3250 



mt Jenny 
ver : spry 

m-f L 
B $3000 



slen Trent 
Home Prodt 
m-f L 
ay $2800 



Capitol comment 

S C Johnson 
NL& B m -f- 

Guest time 

L&T 



oal Sunday 
shl: enecint 
' m-f L 
-ay $2300 



«o of Life 
i: ivorv soan 
' m-f L 
pton $3250 



ta Perkins 
tG: oxydol 
j m-f L 
»S $3250 



lg Dr Melone 
?: crisco, Jov 
* m-f L 
pton $2850 



■ding light 

13: duz, ivory 
¥ m-f li 
lion $3000 



Queen for a day 
1' Lorillard: 
old gold rigs 

454H m-f T 
sp 11:45-12 

L&N .hare $5500 



Strike it rich 
Colgate: halo, Col- 
gate dental rrm, 

palmolive. fah 
1S4N m-f 1*j 
rl:30-2 pm 

Esty $3500 

Phrase that pays 
CPI\ ajax. velt 
191N rl:15-30 L 
Esty m-f $2500 



My Iriis story 
Sterling Drill* 
m-f 1" ln:25 
(see mon) 

D-F-S 



Whlspr'g streets 
Tonl: prom 
home perm 
tu.th 10:25-45 
LB share $4500 



When Qirl marries 

Carnation Co 
m-f (sec moil) 
Erwln. Wasey 



Grand Central 
Station 

Campbell Soup 
m-f 11- 11:25 
Ward Wheelock 



Modern Romances 
Ex-Lax: ex-lax. 
Jests 11:25-401 
335N tu-f I 
W&L $ 3000] 

Eve 

L 



Second Chance 
N m-f • L 
e Three Plantf 



Curt Massey time 'Pauline Frederick 
Miles: alka-sltzr 
473H m-f T>jN 



Wade 



$1200 



co-op 
m-f 



No network 

service 
m-f 12:30-1 



Cedrlc Foster 
news co-op 
Bost m-f L 



Here's to My 
Lady 
M m-f T 



No network 
service 
m-f 



>aul 



Luncheon with 

Lopez 
N m-f I- 



Mrs Burton j _ . D „i, k ._, 
: comfettl Fred , " ob „ b 'V 
< m-f L „ m f 2 " 2:25 T 
? $3000 N L 



frrv Mason F Singlser news 
'&Q: tide S C Johnson wx 
'T m-f L 505N 2:25-30 L 
- » $3500 NL&B m-saf 
ora Drake: ,| 
istol-Myers, 1 
CSS: Tonl 

G $3000 , Ladles Fair 
•ighter day |C m-f 
*G: cheer 
m-f L 

1 $2850 



Ultop house 
:s: elka-sltzr 
f r4-4:15 L 

* m-f $2800 
ouse party 
ere*' surf 

' r3:30-45 T 

)0 m.w.f 

s'lllrv flour+ 
I rl3:45-4 T 
$6000 

• %-hrs m-th 



Network 

Ire 



No network 
service 
m-f 



Ever Since 
N m-f 
U_:4U-55 

White Hs Report 

W 11:55-12 L 



Don 



Gardiner 
m-f L 



Oklahoma 
Wranglers 
N" 12:15-25 T 

Jack Berth 
Prudential Ins 
m-f 12:25-30 
C&H (see mon) 




Godfrey* 1(1 11 :30 
Knomark, Megul 
Kellogg, Burnet 
10-1 0:15 al t dai 
Snow Crop, Mxn. 
lnt'l Cellucottoi 



Cecil Brown news 

co-op 
N m-f L 



FC&B 



Sit da 



Faith In our Time 

N 10:15-30 I. 



Gen Motors 
Frlgldalre Div 

tu.th. alt f 
FC &B 

Toni Co 
tu.th, alt f 
10:45-11 
Weiss & Geller 



Godfrey (cont'd) 
Nafl Biscuit 
tu.th alt f 
Mc Cann-Er lckson 
Plllsbury Mills 
tu.th 11:15-30 

Leo Buniett 



Make up yr Mnd 

Continental Bkf 
m-f (see mon.) 
Bates 



Rosemary 
P&G: Ivory snow 

-f (see mon) 
B&B 



f Singlser news 

S C Johnson 
m-sat 10:30-35 
NL&B 

Johnny Dlsen 
Show 



Welcome travelers 
P&G 
m-f (see mon) 



Blow 



Bob Hope 

Gen Fds: jell-o 
mf (see mon) 
Y&R 



Break the Bank 

Miles Labs 
m-f (see mon) 
Wade 



Wonderful 

N m-f 



City I 
i 



H Engle news j 
S C Johnson 
m-sat 11:25-30 
NL&B 



Strike It rich 

Colgate 
m-f (see mon) 



Esty 



Queen for a day! Phrase that pays 

Quaker Oats I Colgate 
539H tu.th Tl m-f (see mon) 
S& M share $ 55001 Esty 

P Lorillard: I 

old golds t Second Chance 

m-f (see mon) IN m-f L 

L&N { The Three Plane 



Wendy warren 

Gen Fds 
m-f (see mon) 
B&B 



Bill Ring Trio 

Gen Mills 
m-f (see mon) 
Knox -Reeves 



No network 
service 



Aunt Jenny 

Lever: spry 
m-f (see mon) 
FC&B 

[ Helen Trent 
Am Home Prods 
m-f (see mon) 
Murray 

Our gal Sunday 
Whitehall Phar 
m-f (see mon) 
Murray 



Curt Massey time 
Miles Labs 
m-f (see mon) 
Wade 

Capitol commont 

; S C Johnson m-f 
|NL &B 12:1 5-20 

Guest time 
IN 12:20-30 L&T 



'auli.ie Frederick 
co-op 
m-f L 



Harvey news 
co-op 
m-f 



No network 
service m-f 



P 



Ted Malone 

co-op 
133N m-f 



Road of life 
AG: ivory soap 
m-f (see mon) 
Compton 



C Foster news 

co-op 
Jost m-f L 



No network 
service 
m-f 



Voung Dr Malone 1 
P&G: crisco. joyi 

m-f (see mon) I Luncheon v 
Compton. Blow B Lopez 

Guiding light IN m-f 
P&G: duz, iv'y fl 

m-f (see mon) 
Compton 



Mary Margaret 
McBrlde 
-co-op 
97N-^:m-f L&T 



Dorese Bel 
X 2:30-35 
tu.th 



6 



Jane Pickens 
m-f L 



$3500 wk V- ew , 2:55-3 m-f 



Martin Block 
Show 
m-f 2:35-4 

L&Tl 



Ma Perkins 

P&G. oxydol 
m-f (see mon) 
D-F-S 



Here's to 
Lady 
•i m-f 



My 



No network 
service 
m-f 



I Godfrey* in ]I:3u 



Sterling Drug 
f 1010:25 
(see mon) 



D-F-S 




Kellogg, Burnett 
■ 10-1 0:15 alt das 
I Snow Crop, Mxn; 
lnt'l Cellucotton 
FC&B 

10:15-30 alt das 



I/Welcome travelers 
I'&G 

Faith In our Tlm«l m - f mon> 

N 10:15-30 



Whlspr'g streets Star-Kist Tuna 



Gen Mills ra.w.alt f 

m.w.f 10:25-45 10:30-45 

Knox- Reeves Rho ades & D avis 

When g rl mairles Lever: pepsodent 
Carnation Cn m.w.alt f 

m-f (see mon) 10:45-11 

Jlfwyi WaKi McCann-Erickson 



Godfrey (cont'd) 
Plllsbury Mills 

m.w, alt f 
Bur nett 
ltristol-Mvers 
m.w.f 11:15-30 
DCSS 



Grand Central 
Station 

Campbell Soup 
m-f 11-11:25 
Ward Wheelock 
Modern Romances 
Ex- Lax 
tu-t 11:25-40 
Warwick & Lcg'r 

Ever Since Eve 
N m-f L 
11:40-55 

White Hs Report 

W 11:55-12 L 



Biow 



F Slnttiscr news' 

S C Johnson f 
m-sat 10:30-35 
NL&B 

Johnny Dlsen Break Bank 
snow 1 j-nej Lab! 

~ r in.t- tt I ra " f <«eemon) 
m-f 10:35-11 W ade 



Bob Hope 

Gen Fds: jell-o 
m-f (see mon) 
Y&R 



Wonderful 

X m-f 



City 

u 



H Engle news 
S C Johnson 
m sat 11:25-30 
NL&B 



Make up yr Mnd 

Continental Bkg 
m-f (see mon) 
Bales 



Gardiner 
m-f L 



Rosemary 
P&G: ivory snow 
m-f (see mon) 
B&B 



Queen for 
P Lorillard: 
old golds 
m-f (see mon) 
sp 11:45-12 

L&N 



Strike it rich 

Colgate 
m-f (see mon) 



Esty 



Phrase that pays 
day; Colgate 

m-f (see mon) 
Esty 



My true 
Sterling 
m-f 10 
lee r. 



D-F-S 



Whlspr'o 
Tonl 
tu.th II 
Leo Burr 



When girl 
Carnal I' 
m-f (s<m 

Erwin. V* 



Second Chance 
|N m-f L 
The Three Plant 



Grand ( 
Stat 
Canipbe! 
mr 11 
Ward W h 
Modern R 
Kx-1 
tu-f 11 
Warw ick 

Ever Sir 



White H< 
\V 11 



Oklahoma 
Wranglers 
X 12:15-25 T 

Jack Berch 
Prudential Ins 

m-f 12:25-30 
C&H (see mon) 
| Bill Ring trio 
Gen Mills 
m-f (see mon) 
Knox- Reeve* 



No network 
service 



Wendy Warren 

Gen Fds 
m-f (see mon) 

B&B 

Aunt Jenny 
Lever: spry 
m-f (see mon) 

FC&B 

Helen Trent 
Am Home Prods 
m-f (see mon) 

M urray 

four gal Sunday 
Whitehall Phar 
m-f (see mon) 



Curt Massey time- pauline Frederick 
Miles Labs [ co-op 
I m-f (see mon) P 1 m-f I* 
Wade 



Capitol comment 

IS C Johnson; m-f 
[NL&B 12:15-20 



Guest time 
N 12:20-30 L&T 



Xo network 
service 
m-f 



^MMrxay, 



Paul Harvey news 
co-op 
m-f 



No network 
service 
m-f 



Ted Malone 
co-op 
153X m-f 



2nd Mrs Burton 

Gen Fds 
m-f (see mon) 
B&B. Y&R 



Perry Mason 
P&G: tide 
m-f (see mon) 
B&B 



Fred Robbins 
m-f 2-2:25 
N L 



No network 
service 
m-f 



Road of life 
JP&G: ivory soap 
m-f (see mon) 

Compton 

Ma Perkins 
P&G: oxydol 
, m-f (see mon) 

;p-f-s 

'Young Dr Malone 
fP&G: crisco. Joy 
i m-f (see mon) 
Compton. Blow 
Guiding light 
•&G: duz. IVy fl 
I m-f (see mon) 
Compton 



No network 
service m-f 



* C Foster news 
co-op 

bon 



m-f 



Here's to My 
Lady 
X m-f T 



Luncheon with 
Lopez 
N m-f L 




No network 
service 
m-f 



sPaul Han 

co-< 
m- 



Ted M 

co-c 
153X n 



F Singlser news I 

R C Johnson 
m-sat 2:25-30 
NL&B 



No network 
service 
m-f 



Mary Margaret 
McBrlde 
co-op 
97N m-f L&T 



! 2nd Mrs Burton 
Gen Fds 
m-f (see mon) 
B&B. Y&R 



Nora Drake 
Bristol-Myers, 

DCSS alt ds 
Tonl Co. W&G 



I Perry Mason 
P&G: tide 
I m-f (see mon) 
B&B 



Fred Robbins 

m-f 2-2:25 

IX L 

IF Singlser news 

S C Johnson 
I m-sat 2:25-30 
NL&B 



No nel 
serv* 
m- 



No network 
service 
m-f 



Mary M 
McBi 

I co-t 

S7N m-i 

I i 



Life beautiful 

_&G: tide, zest 
}77N m-f L 
B&B $2750 



rard of odds 
Trml Co 
I m.w.alt f T 
shr $3200 



I cwls i- i OS 
Fds: 85N-T 
I m- f $1500 
nshine Sue 
rn Products 
ifh m-f L 
ler $2000 



Afternoon News 
U'ash L 
m-f 4-4:15 



Mutual Music 
Show 
H m-f T 



o iKtWork 
service 



ew s 4-55-5 
m-f L 



*o network 
service 
m-f 



ohn B Gambling 
m-f 

« L 



i Road 


of life 


1 PIG: 


criscot 


|72X 


m-f T 


Compton 


$2750 


| Pepper 


Young 


1 P&G: 


camayt 


P75X 


m-f L 


B&B 


$2700 



•Rt to happiness 
I'&G: dreft. tidet 
>66X m-f L 
-F-S $3000 



, Backstage wife 

?&G: cheer. v.est 
J8SX m-f L 
f&R $2500 



Stella Dallas 
Sterling Drurf 
157N m-f L 
D-F-S $2800 



Welcome Ranch 
Ware. 

Mass co-op T 



IWidder Brown 
Sterling Drugt 
62N m-f L 
O-F-S $2800 
Woman In house 
Manhattan soap 



Brighter day 

P&Q: cheer 
m-f (see mon) 
iY&R 



Joe Emerson 
Gen Mills 
m-f (SE stns) 
Knox- Reeves 



Hilltop house 
I Miles Labs 
I m-f (see mon) 
Wade 



Ladies Fair 
C m-f L| 



Jane Pickens 
m-f L 
Jew» 2:55-3 m-f 



Betty Crocker 

Gen Mills 
m.w.f 2:30-35 

!o-F-S 

Martin Block 
Show 
m-f 2:35-4 
L&T 



H ouse party 
Kellogg Co 
191H tu.f L 
LB share $6000 



Martin Block 
(cont'd) 



Pillsbury Mills 
'm-th 3:30-45 seg 
: £LB (see mon) 



Jack Owens 
£ m-f 
4-4:25 



L 



Wizard of odds 
Manhitten Soep 
179H t.th.f T 
SB&W shr $3200 



John B Gambling 
N m-f L 



Life Beautiful 
P&G: tide, zest 
1 m-f (see mon) 

B&B 

| Road of life 
P&G: criscot 
m-f (see mon) 
jCompton 

I Pepper Young 

jp&O: camay. duzt 
1 m-f (see mon) 
B&B 



Nora Drake 
Tonl Co 
"in-f (see mon) 
[ Weiss & Geller 
Brighter day 
P&G : cheer 
m-f (see mon) 
iY&R 



Ladies Fair 
C m-f Ll 



Joe Emerson 
Gen Mills 
i m-f (SE stns) 
Knox-Reeves 



Martin Block 
(cont'd) 



Hilltop house 
! Miles Labs 
[ m-f (see mon) 
Wade 



t Robt Q 



<5en Fds 
Y&R 



Dorese Bell 
4:25-30 T 
tu.th 



Sun Sue 4:15-30 
Corn Prods m-f 
C L Miller 



Musle in the 
afternoon 
Var m-f L 



195H 
SB&W 



Songs of the 
B-Bar B 
Ttobhv Benson) 
|W L 



I Just Plai 
RVhitehl 
jf.Hirray; 
Bates 



m-f L 
$2500 



n Bill 

anacint 
Carter. 
$2800 



3 shows: 
$1500 



Wild Bill Hickok 

Kellogg Co 
■100H m.w.f T 
LB $5500 

Cecil Brown news 
8 C Johnson wxs 
5IJX 5:55-(t r, 



Fr Page 

Pharmacol 
~ F \m Home 
14SN alt 
fit urray 



Farrell 
DCSS 

I'rndst 
das L 
$2750 



I Lorenzo Jones 
•CPr; fab. tthpst 

hsey m-f l 

€sty $2750 



Pays be Married 
i-" m-f I. 



Austin Kiplinger 

Wash m-f L 



Art & Dotty 
Todd 
H m-f L 



Lum 'n" Abner 
H co-op L 



Musical Express 
X m-f T 



Lewis 

4-4:05 
m-f 



Mutual Music 
Show 
ff m-f T 



No network 
service 



News 4:55-5 
N m-f L 



No network 
service 
m-f 



Curt Massey timi 

Miles Labi 
m-f (see mon) 



Afternoon News 

Wash L 
m-f 4-4:15 



(Rt to happiness 
|P&G: dreft. tidet 

m-f (see mon) 
■ O x E<&-. 



Backstage wife 

P&G: cheer, zest 

m-f (see mon) 
fY&R 



House Party 
I Lever: surf 
Jn.w.th (see mon) 

[Ayer 

J Pillsbury Mills 
'm-th 3:30-45 seg 

(see mon) 
(L Burnett 



Jane Pickens 
fit m-f L 
[News 2:55-3 m-fW 

Life beautiful 

:P&G: tide, test 



Dorese 
X 2:30 
tu,t 

Martin 
Sho 
m-f 2 



Life beautiful 
y&G: tide, test 
I m-f (see mon) 

? -&B 

Road of life 
P&G: crisco 
m-f (see mon) 

Uohn B Gambling, f 0 ""*"" 1 

jN m-f L[ Pepper Young 
P&G: cam»y. duzt 
I m-f (see mon) 
B&B 



Wizard of odds 
Toni Co 
m.w. alt f 
Burnett 



Jack Dwens „ R » b » °- -; ewl » 
m-f L ) Gen Fd ' 4-4:05 
Y&R m-f 



Joe En 

Gen I 
I m-f (SE 
Knox-Rec 

f. — 



Martin 
(com 



Rt to happiness 
!P&G : dreft, tidet 
I m-f (see mon) 

'd-f-s 



4-4:25 



Stella Dallas 
Sterling Drug 
m-f (see mon) 
D-F-S 



SSun Sue 4:15-30 
[ Betty Crocker .Corn Prods m-f 
IGen Mis 4:25-30 i c L Mlller 



Welcome Ranch 

co-op 

Ware. 

.Mass m-f T 



I Widder Brown 
I Sterling Drug 
I m-f (see mon) 

Id-f-s 



'm.w.f (see 



mon) 



Afternoon News I Backstage wife 
Wash LJP&G: cheer, zest Jack t 

m-f 4-4:15 I m-f (see mon) fg m 
.Y&R 



* Stella Dallas 
Mutual Musle Sterling Drug 
Show I m-f (see mon) 



m-f 



JD-F-S 



Woman In house 
Manhattan Soap 

m-f (see mon) 
SB&W 



Music In the 
afternoen 

Ivar m-f L, 



No network 
service 



Sgt Preston 
of the Yukon 
Quaker Oats 
450Detr L 
tu.th 



S&M 



$4250 



Sky King 
Derby Fds: 
peter pan prods 
450C tu.th L 
NL& B $ 3200 
Cecil Brown news 
S C Johnson 
m-f 5:55-8 



Just Plain Bill 

Whitehall Phar 

alt tu.th 
Murray 



Austin Kiplinoer 

tVash m-f L 



Fr Page Farrell 
I'harmaco: DCSSl 
A m Home Prods [ 
Murray alt das | 



News 4:55-5 
[ m-f L 



Widder Brown 
Sterling Drug 
. m-f (see mon) 

Welcome Ranch 1 P " F ' S — 

co-op jWoman In house 
Ware. {Manhattan Soap 

Mass m-f m-f (see mon) 




Music 
aftem 

Var a 



'SB&W 



Lorenzo Jones 

Colgate 
m-f (see mon) 
Esty 

It Pays to be 
Married 



Art & Dotty 
Todd 

m-f L | 

Lum V Abner I 
co-op Li 



No network 
service 
m-f 



Just Plain oill 
. „ I Whitebait Pbar 
Songs of the ) a i t m w f 
B-Bar-B ! M 

(Bobby Benson) 



W 



Wild Bill Hickok. 
Keliogg Co 
m.w.f 5:30-55 
Burnett 



1 urray 



jJFr Page Farrell 

TPharmaco: DCSS 
Am H«*me Prods 
Murray alt das 



Austin h 

SVash 



Musical ExpressfCurt Massey time 
N m-f Tl Miles Labs 
m-f (see mon) 



Cecil Brown news 
S C Johnson 



m-f 5:55-6 



Lorenzo Jones 

Colgate 
m-f (see mon) 
Esty 



It 



Pays to be 
Married 
m-f L 



Art & 
To. 



[Lum 'n* 
EH co- 
Musical 
Df m 



PROGRAMS 



THURSDAY 




l>rng 

10 25 
ton i 



streets 

Co 

I 24 4 5 
xtt 

marclrs 

m c 
in ii 

IV} 



rie'llrcv' in 1] 30 
Kimmaik. Mogul; 
Kellogg. Burnett 
10 10 15 alt du 
Snow Crop. Mxn; 
Int'l Cellucuttun 

FCAB lit das 

■ r f | xioton: 
Fr gldalro 
in Ii.alt f 
FC4B 

Tonl Co 
tu.th. all r 
10 45 II 
Wolll 4 Geller 



Central 
Ion 

I * i|i 
112. 
crlock 

emancei 

•• . in 
A Lrg'r 

ico Eve 
f 1. 

Report 

. I - I. 



rdiner 

f 1. 



ema 
lien 




Cecil Broun news 

CO- op 
N raf 1 

Faith In wr Tims 

S 10 15 30 1 



F. Slnglser news 

S C Johnson 
mm 10.30 35 
NL&B 

Johnny DlM-n 
Show 
N h\ 

m-f 10.35 11 



Godfrey (cont'd) 
.Nail Ulsrult 
lu th. alt ( 
McCann- Erickson 



l'lllsbury Mills 
tu.lii 11:1530 
Loo Burnett 
Mako up yr Mnd 
'on ItH'iiU! Itkg 
in r lit-t mon I 
Rates 

Rosemary 
l'\(l ivory mow 
<n f I ice mon ) 
BAB 



work 



WonJy Warren 

lien Foo.li 
m f (ieo mon) 
BAB 

Aunt Jenny 
l.eler spry 
in f I lee mon) 
FCAB 

Helen Trent 
\m Homo 1'ro.ls 
in-f (ire mon) 
[Murray 

>ur oil Sunday 
| Whitehall l'har 
in-f I seo mon) 
lurray 




Daytime 25 January 1954 



SATURDAY 



Wendrrtul City 
\ in f 1 

H Engle news 
S 1* John* .1. 
in >«t II 25 311 
NL&B 



Que. n tor a day 

Ouaker Dull 
lu th I ut u) 
SIM 

I' Lullard 
ol.l golds 
m f l ■ mon I 
LAN 



Curt Masiry timr 
Miln l.il.i 
m t lire mon) 
Wn-lc 

Cnpltel comment 
s (' .1 >hnion : m f 
SLAB 12 15 20 

Guost tlmo 
N 12 20 30 \JtT 



Wrlcomo travrlers 
J'AC. 
ru f I see mon) 



Blew 

Bob Hope 

(•en Kdi Jrll-o 
ru f (see mufil 
YAR 

Break the Bank 
Milei Labi 
m f (ieo mon) 
XHl 



Strike It rich 

Colgate 
m f (tee in. n I 



Eity 



My true itory 
Sterling Drue 

m r io io u 

(lee moil) 



D-F-S _ 
"whlspr'g itrettl 
On Mllli 
m w.r 10 25 45 
Knes-Recvei 



Godfrey' in il JOjtre'l 
Knomark. Mogul; 
-'ellngg Burnett 
10- 10 15 alt das 



When girl marrlei 

Carnation 
m f e*. in « 

LL-\a, w ...t 



Snow Crop, Mm: 
(nt'l Cel ucotlon 
FCAB all dil 
Frlgi lalre FCAB 
"(ir Kl«t Tuna 
Rhoadel A Davll 
10 30 45 alt f 

lx-ver. MrE: 
Tonl Co. WAG 
10 45 11 alt f 



Phrai* that payi 

I olgaic 
in f (lee mon) 
Est* 



Second Chance 
X m f L 
e TirM riLR'. 



Grand Central 
Station 

i ai i i . 
_ i f 1 
Ward Whrrlock 

Modern Romances 
K\ l.ul 

■ . f 1 1 r. in 

Warwick A Leg'r 
Ev.r Since Eve 
v in f 1. 

II HI ' 
White Hi Rroort 
i\ 11 "'j 12 1- 



Paulino Frederick 

co-op 
■ mf L 



No network 
lelrlro 
mf 



.No network 
servlco m-f 



r Slngner news 

S C Joi pt-n 
in ill in ,ii .')', 
NLA B 

Johnny Dlien 
Show 
IS I- 
■ W» ■ 



Godfrey I cont'd) 
I'lllibury. LB; 
(al l Klirull ("• 

M'E m f 

II I l 1 Mul 
m w f 11 15-30 
DCSS 

Make up yr Mnd 

'omliit-ntal Hkg 
m f I i.-c mon I 
Rat-s 

Rosrmary 
PAG I v. rj- so w 
m f dee mon) 
BAB 



Wonderful City 
S ml L 

H Ennlr news 
S C t.ihril'M 
m sal 1 1 25 3d 

NL&B 

3uren lor a day 
I" Uirlllard 
old e ''ds 

in f f fc e. m " i 
IP 11 45-12 



Don 



Gardiner 
\ in f L 
Oklahoma 
Wranglers 

S - 12 1 2'. T 

Jack Berch 
Prudential Ins 
mf 12:25 30 
CAH (see mnn) 
BlTfRIng trio 

Gen Mllli 
m-f I lee mon) 
Knox- Reeves 
No network 
service 



Wendy Warren 
Gen l-fll 
_m - f ice mon ) 

n* b 



Aunt Jenny 
lxver- iprv 
m f i see nion) 
rcAB 

Helen Trent 
\m 11 >me I'eoils 
m f («re monl 
Ivi nrray 



Bur g»l Sunday 
^Whitehall Phar 
I m-f l»ee mon) 
VI urray 



Brown news 

co-op 
K in f I. 



alth In our Tlmo 

; 10 15 30 1. 



Welcome travelers 
I'.VC 
m-f (ree mon I 



:io< 

Bob Heno 
'"en I'M* jell-o 
in f Ure moil I 
V« R 

Break the Bank 
Miles Labs 
m-f I see mon) 
iiirta, 



; n 



'urt Wass^y t'me 

Ml In l.ahs 
'n f ( see mon) 
■fade 

Capitol comment 

1 C lohlifon ; m f 

YL4B 1215-20 

Guest time 

12:20 30 L&T 



No network 
service m-f 



No school today 

n ot. 9 10 3D 
-I I -I n<- I. 



Soace patrol 
talsion Purina 

cereals 
I'll t. 



iardner $3500 



Strike it rich 

( olEatr 
m f dee man) 



Platterbralns 



lily 

'hraie that pays 

Celeste 
in f I mon ) 
Eity 

Second Chance 
? m f I. 

j rtr T 'l arif 



k aullne Frederick 

co-op 
S m f 1. 



No neiwoik 
lervlce 
m f 



All-league 
clubhouse 

h t 



01 Ranch 
.anf aster, 
'a 



Boys 



Galen Drake 

N I. 
in 11 



Woody Wood- 
pecker Show 
with Mel Blanc) 
co-op 
Pi 10- 1 1 L 



F Slnglser news 

S C Johnson 
m-sai 10.30-35 
NLAJ 

Woody Wood- 
pecker Shew 
(conCd) 



Holen Hall 
X 11-11 .15 T 



Robt Q Lewis 

an Camp Sea rM 
n IN 1, 
E Wis II 15 3u 

Mutual of Oiualia 
o?ell Jacobs 

II :i» r. ten 
Milm-r Pr.KlA 
N 11. 15- 12 !. 
'.hr 

Best SI 000 



Bill Shadel News 
ampana: r-osmet 
U8N 12- 12:05 L 
V-F-H 5450 



Theatre of Today 
Cream of Whoal 
159N 12:05-30 L 
BBDD S4000 




Mary Lee Taylo 

Pet Milk 

l6bC 

rU2-2:30 



Gardner 



Tiny Fairbanks 

(•rand Duc-hess 
Steaks 
i«N L 
OINuncio J500 

H Ens r nrws 

S C .lohm.'i 
m-sat 11:30-35 
NL&_B_ 

US Military 
Academy Band 
IN - L 



My Secret. Stoe 



Woman Tn Lovi 



Man on the farm 
Quaker Oats 

ful-O'Pep feed 
20Llbertyrllle. 
II T 



S4M 



American 

Wash 



farmer 
L 



Start over Holly- 
wood 
Carnation Co: 
evaporated milk 

"oin l&t 



Fifth Army banrf 
C 1. 



FW 



54000 



5750 



Breakfast in 
Hollywood 
I 1 



1280. 



US Marine 
Band 
LVath 



US Army Ban 
\ ash 



'oy news 
V 



Road of lllo 
[*ltO. Ivory soap 
) m-f (see man) 
iCompten 



C Foster news 
eo op 

flost m f 1. 



alone 

>P 

If I. 



work 
.co 
f 



Ma Perkins 

l'.VO o»dol 
\ m-f (see mon) 
D- F-S 

foung Dr Malono 
'JktK erlsco. Joy 
m-f (see mon) 
£omplofl. Blow 



Hore's to My 
Lady 
§X in f T 



3 aul H arvry news 
*o-op 
f (seo monl 



No network 
service 

m-f 



Ted Malone 

ro-op 
53N m f 



Road of life 
AG: Ivory soap 
m f (see mon) 
^omnten 



C Foster news 

co-op 
!!osl m f 1. 



City Hospital 
Carter Prods 



Mn Perkins 

P&G: oxvdri 
n f (see mon) 
- F-S 



Here's to My 
Lady 

m ( T 



Navy hour 

Vash L 



JODN' 



Bates 



Johnny singer's 

Dreh 
Clere L 



$2500 



Guiding light 
XC. : duz, tr y 0 

r m i (see mon) 

Compton 



Luncheon with 
Lopez 

: mf 1. 



No network 
servlco 
m-f 



r'otino Dr Malone 

f\V-G erlsco. Jny 
m f (see mnn) 
r.ompton. Blow 

Guiding light 

[**G : duz. Iv y fl 

-f i see mon) 
Compton 



No network 
service 
m-f 



Luncheon with 
Lopez 

N' m f 1. 



Vincent Lopez 

N L 



Music with the 
Hormel girls 

rieo A Hormel: 

canned meats 
124Var T 



BDD 



S3000 



National farm 
home hour 
Allls-Ctialineri 
farm equipmen 
l96C.\V«£h 
rlJ2:30-3 



Symphonies for 
Youth 

P I. 



iGlttlns 

All 
Parade 



J20 



All-star 
arade of Ban 

k ar 



argaret 
I do 

>P 

' L.VT 



2nd Mrs Burton 

Oon Fds 
m f (see mon) 
BAB. Y4R 



Fred Robblns 

m-f 2-2.25 
N 1 



Perry Mason 
P&G: Hue 
m-f I see mon) 
B&B 



Boll 

3.5 T 
)| 

Block 
w 

:35-4 
L&T 



Nera Drake 

Tonl Co 
..j f (see mon) 
Weiss L Gi'ller 
Brighter day 
PAG: cheer 
ii f (see mon) 
V&R 



F Slnglser news 
S C Johnson 
m-«at 2:25-30 
NL&B 



lerson 
Jills 
« stns) 
vet 



Block 
•d) 



Lndlrs Fair 
C m f 



No network 
servlco 

m-f 



Jane Pickens 

N ra-f L 
News 2:55 3 m f 



Marv Marqarot 
McBrlde 

rn-nn 
CN m f I. AT 



2nd Mn. Burton 
Gen Fds 
-f (see mon) |\' 
nnmnt*n 



Fred Robbins 

m-f 2 2 2". 



Betty Crocker 

Gen Mills 
m.w.f 2:30-35 
I. F-S 

Martin Block 
Show 
m-f 2:35-4 
fv' l.AT 



Perry Mason 
PAif! tl'le 
i f (^ce mon) 
fen 



Nora D'nke 

T.nl Co 
. i f (seo mon) 
W -is« A Goiter 

Br'Qhtcr day 
PAG cheer 
i-f I see mon) 
V4R 



Hilltop house 
Mllea l^ahs 

m-f dee mon) 
Wmle 



I House party 
1reen Giant Co: 
T3H 3:15-30 T 
Burnott th on I 
! PllUbury Mills 
th 3:30-45 sex 
(sre mon) 
Burnett 

j Wizard of odds 
.Manhattan Soap 

t.th, alt f 
IB&W 



Life beautiful 
I'M;: i Ids. test 

m f (see moo) 
B&B 



John B Gambling 

N in - f I. 



Road of life 
l'A(l: crlscot 
m f I tee mon) 
Compton 

Popper Young 
'M) . camay. duzt 
in f (see mon) 
B&B 



Joe Emerson 
Gen Mills 
m f (SF. stns) 
Knox ■ Reeves 



Merlin Block 

.conl'dl 



Hilltop house 

Miles l.ah> 
m-f (see mon) 

W«d» 

House partv 
Lever- surf 
■n.w.f (see mon) 

Burnett 

Kellorit Co 
tn f (>ce tn) 
I Burnett 



Ht to happiness 

'A.O . drett. tldet 
m f (see mon) 
D-F-S 



Wizard of odds 
Tonl Co LB; 
Manhattan Snap 

J&g&jy. ^ 



F Slnglser 

I s C Johns 

lift 2:25 



news 

Johnson 
30 



,ienn 



Ladles Fair 
m f \j 



No network 
service 
m-f 



Symphonies for 
Youth 

(ront'd) 



Metropolitan 
Opera 

Texas Co. 
75X 1, 
2 5 

(udner $15,000 



Let's Pretend 
P< I- 



F Singiser news 
S (' .I'rtinson 

NL&.B 



Road Show 

2-0 pin 
>er jj 
'Music, new 
<>nlesls deslci 
o Interest we. 
end motorist, 



Jane Pickens 
S' mf L 
News 2 55-3 m-f 



101 Ranch Boys 
llarrlsburc L 



Life beautiful 
"&G: tldo. zest 
m-f (see mon) 
$&B 



Road of life 

P*Vti" criscot 
m-f I seo monl 
Compton 



B Gambling 
mf L 



Pepper Young 
'\n camay. duzt 
m f (see mon) 

BAQ 



Rt to happiness 

•&tt: dreft. nde 
m-f (see mon) 



Metropolitan 
Opera 

(could) 



Report from 
Overseas 

L 



Adventures 
In Scienco 
Wash I,&T 



BandslanJ 

N 



USA 



Farm News 
Wash L 



World 
Assignment 



Road Show 
(ronf.l 



Sports Parade 
Phila L 



iw,en» 
f 

25 

~Bell 

HO 

th 



Robi ^ 
Fds 
CAR 



l — 

t ew.s 

4-4:65 

m-f 



A 



tn the 
toon 

if L 



News 4:55-5 
N m-f L 



;]pllnger 
m r L 



Dotty 
Id 

f L 



Abner 
oo L 



Express 
f T 



Sun Suo 4:15-30 
Horn Prods m-f 
L Miller 



No network 
sorrlco 



Afternoon News 
ii h 1 
m f 4 4 15 



Mutual Music 
Show 

m-f T 



Wolcom* Ranch 
Ware, 

Mass co op T 



Barkstago wile 

I'.m; clircr. zest 
m f dee inonl 
VI R 

Stella Dallas 

Sterling llniir 
m f (seo m>.n I 
D-F.S 



hi 



ck Dwens 

mf 
4- 1 25 



Wlddcr Brown 
Sterling. Iirux 
m-f (see monl 
D-F-S 



Woman In house 
Manhattan Soap 
m-f (see mon) 
SB&W 



Betty Crocker 
>n Mis 4 25-30 
'n.w.f (seo monl 
D-F-S 



Musle In tha 
afternoen 
Tar m f L 



Roht Q Lewis 
>n F.ls 4-4fr5 
YA R m f 

Sun Sue 4 15 30 
orn l'.-1'ls m f 
C L Miller 



No network 
service 



Afternoon News 
\a L 
m f 4-4 15 

Mutual Music 

Show 
S m f T 



Welcomo Ranch 

co-op 



Backstage wife 

'*(■' cheer zest 
m-f (see lULn) 
VAR 



News 4 55 5 
* -- ' 



'Vare, 
M . n f 



Stelln Dallas 

Slerllnc Drut 
m f 1 seo mon I 
l-F-S 

Wldder Brown 
sierllnit limit 
m f see in. nl 
J-F-S 

W'.oian in lio >c 
sterling Pruc 
m-f (see mon) 





UN on the. 
Record 

fX T 



Operation 

N 



Music 
1 



Mi tropolltan 
Opera 

(cont'd) 



Saturday at 
the Chase 
st 1, I 



Salute to the 
Nation 

U'ai-h L 



Mac McGuIre 
Show 
Phlle 1: 



Road Sha 

(ront'd I 



No network 
servlco 
m f 



Curt Maasrv tlma 

M Mrs ) »lis 
m-f I sea ui"Si) 
Wada 



Sgt Prestafl 
of tha Yukon 
Quaker OaU 
tu.th (sea tu) 



SAM 



Sky King 
Derby Foods 
tu.th 5.30 55 

N LA B 

Ceell Brown n*» 
S C Johnson 
m-f 5.55 « 
NLAB 



Just Plain Bill 
Whitehall. Mur 

ray; Carter Pr. 
Bates alt th 

Fr Paga Farrell 
I'harma ■ DCSS 
Am Home Prt^li 
Murray alt a 

Loren/a Jonri 

Colgate 
m f I iee mon) 
_ Est-y 

II t Payi ta ba 
Mas-Had 
11 m r 
If - aJJJft* D u 



Auitln Klpllngrr 
l\ih n ( 1 



Art A Detly 
Todd 
II m f 1 



No network 
service 
n-f 



m 



Lum V Abner 
11 to op L 



Muilcal Esprvs. 
S m f T 



Curt Mattel time 
Miles l.aht 
m-f (see mwil 
Wada 



Songs af the 

B.B>r-B 
II II. 
Wash 1, 



Wild Bill Hlckok 
Ke logg Co 
m.w.f 5 30 . 5 
Burnett 

Cecil Brawn news 
s C Johnson 
ra f 5 55 6 



Just Plain Bill 
H h tehali. Mur- 
ray. Carter Pr 
Bates alt f 



Fr Page Farrell 

I' n DCSS 
* r n II line I '' i» 
Murray 



Lerre?a Jones 

c<. cale 
m f tsie monl 
Esty 

It Pays ta be 

Married 
II m-f 1 



Martha Lou 
Harp 

N L 



Paulrna Carter 

It] ! 



Pop Concert 

I AT 



Wnshlngton 
USA 

Wash 



Les Hlgble News 

S C Johnson 
Wash 5 5 lis J, 

NLAB" 



Saturday Sports 
Roundup 

Var 1 

Daniel Schorr 
News 

Wash 



Walter Preston 
si r» s'.oo 

N 5 :0.V. Vi, 1- 



Road She 

™.iil ill 



E Hallrt news 
S C Jotin-on 
52 1W 5:55-6 L 
N LA. B lit only 



WGY-Land is Vacationland 
AND RADIO GOES WHERE VACATIONERS GO 

From the first winter snow until the Spring thaw, winter sports 
fans from all over the country flock to upper New York State and New 
England. As in the summer WGY-Land again becomes vacationland for 
millions of people. From Lake Placid to the Catskills, from the Finger 
Lakes to the Green Mountains, wherever people ski or sled or skate, 
WGY reaches an increased audience all through the winter season. 




WGY 



A GENERAL ELECTRIC STATION, SCHENECTADY, NEW YORK 



Represented Nationally by Henry I. Christal Company 
NEW YORK— BOSTON— CHICAGO— DETROIT— SAN FRANCISCO 
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FILM BUSINESS 

(Continued from [>tige 07) 

nine major film package* and t-vj>ects 
t.» ];i u in It more at the rate of four eai h 
vear. Latt**t guesstimate of Xiv l\ s 
yiiunal gross; S2."> million. 

However, such rags-to-richo xtori*** 
an* as misleading as the stories of 
fabled 111 Dorado when von consider 
the film >\ntli<atioii bu*ine** a> a 
whole. Film Inner*, large and small. 
Miu-t still investigate tiie financial 
soundness and ro-ponMbilil\ of film 
producers and merchant*. 

Last \ear. for example. I 11 1 led tele- 
vision Program* sold out to Cross- 
krasne and \rrow Production* sold 
out to the newly -formed Television 
Programs of \nierica. It wasn't that 
these companies were marketing a se- 
rir- of ( linker-: their film- were good 
and their planning -ound. \s industry 
report;- ha\e it. the-e companies and 
others like them were caught in the 
squeeze between production budget* 
and sMidieation income. 

This i- how the squeeze work-. 

\ou are. let's say, an independent 
producer about to *tart work on a H- 
week. half-hour dramatic show the 
most popular type of film package. If 
\our reputation is »ood and \our pa«t 
successes obvious, a bank or an hive*- 



1 $1,547,648.16 1 



1 
1 
1 
1 
1 
1 




YES $1,547,648 dollars in 
additional radio-TV time 
was sold through Song-Ads 
musical-commercial pack- 
ages in 1953. 

s Increased Sales of Prod- 
uct 

• Increased Agency Hilling 

• I nCrea s e d liadio-Tl 
Spot Sali.s 

We Can Help You 

OUR CLIENTS USE THE 
SONG-ADS $75.00 AUDI- 
TION RECORD 

It Works 



1 



CO Mf AH TJ^ 

5977 Sum* Blvd. 
H>ll>-»am) it. C»llf. 
HOII>-»Md J S I a I 



1 



tor may loan you the £30,000 you are 
likeK lo need for a good pilot film. 

This doe-n't soke your problem. 
Vow, \ou need a syndicator to sell it 
for \ou. And. since no -vnclicator 
wants to be caught short and forced 
to bail out a producer, the -\ndicator 
is likel\ to iini.xt that you *how proof 
of at lea-t $250,000 financing to make 
the initial I3-weck package. Reason: 
Clients and stations insist that the sy in- 
dicator guarantee deliver) or assume 
the financial burden for the series. 

K\en if vou're completely financed 
tin- kind of risk venture involve- siz- 
able interest on the loans. So, now 
vou've got to gel it all back and that'- 
the big problem. Here's what your 
chances look like: 

Producers and svnclicators replying 
to sponsok's survey indicated, with few- 
exceptions, that the\ could hope to re- 
cover no more than 75' J of their pro- 
duction cost* on the first run of a new- 
package. Mo.-t put the figure at 50 f ». 
And, a few indicated that a series shot 
in color as a long-term investment 
might mean a recapture of only 30- 
10' t on the fir«t round. 

In simple terms, this means that pro- 
ducers must be able to turn out top- 
cmalitv films while not making a nickel 
on them for a \ear or more. True, 
-onie series like Gene Autry and fire- 
side Theatre have played a> often a* 
five times in some markets and have 
reaped a fabulous harvest of dollars. 
And. it's true that the success of rerun 
properties has generally put a solid 
floor under good films. 

Hut it still means that some pro- 
ducers and -% ndicators are often peril- 
ously close lo the margin even though 
(hex are making sizable grosses on 
well-rated films. W hat's the answer for 
admen? He*l bet: Always read film 
contract* oarefullv and investigate pro- 
diner and or syndicator finances. 

I*" f'ror/i'Miiiiiir/ trends 

Last month. HolKwood tv consul- 



tant Gordon Levoy completed his sixth 
annual poll of over 200 tv admen and 
film producers. These were his kev 
findings: 

1. Filmed programs for television 
are preferred to live shows by a ma- 
jority of advertising agencymen and 
tv clients. 

2. Admen look upon the tv film n«r 
dustrv as a "more creative source" of 
programing, as compared with tv net- 
works. 

3. llalf-liour dramatic shows of the 
"anthology type {Fireside Theatre is 
a good example, as are packages like 
Screen Cenis' Your All-Star Theatre or 
MCA-TV's Regal Theatre) are most 
favored by film-minded admen. 

Certainly, the tv film syndication in- 
dustry tries to give advertisers what 
they want. 

At late-l count, something like 50 
major film packages are currently in 
production, including all type- and 
lengths. As many more are well out of 
the planning stages, but are not as yet 
in full production. Several producer- 
told SPONSOR that as many as 500 dif- 
ferent program film series are now in 
variou* stages of production, syndica- 
tion or creation. 

W here does it all come from? Chief- 
Iv. from two primarv sources.- 

I. Producers. The majority of the 
newest tv film series are still being 
developed by independent producers 
backed by banks or financ ial houses, 
even though there's a definite trend on 
toward big producer-distributor mer- 
gers. Sometimes, a tv client will invest 
in a film proper!) (network or spot i 
in order lo share in the residual right* 
in -yndicated reruns. Examples of 
this- are the financial interests of P\(» 
in Fireside Theatre, Ballantine in For- 
eign Intrigue and Camel cigarette* in 
Follow That Man (originally Man 
tsainsl Crime), among others. 

One interesting trend here is that 
several important star name? have 
turned independent producer or have 




SPONSOR 
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invented in tv film series with an e)e 
to the long-term returns in residual 
rights. Often, the stars appear (some- 
times at scale) in the productions. 
These personalities include names like 
Dick Powell, Ella Raines, Eve Arden, 
Bing Crosby, and — of course — Lucille 
Ball of / Love Lucy. 

In either case — investment hy client 
or by talent to share in profits and 
residuals — the trend is virtually unique 
to tv films. There have certainly not 
heen as many examples of it in radio 
or in Hollywood's theatrical films. 

2. Syndicators. In the past couple 
of seasons producers like Screen Gems 
and Gross-Krasne have moved over 
into the sales end (and even into the 
business of making tv commercials) of 
syndication and often handle film pack- 
ages in addition to those they actually 
produce. Others, like Ziv TV and MCA- 
TV have been producer-syndicators 
from the start. And, some out-and-out 
syndicators have recently been edging 
into the production picture by financ- 
ing independent producers, as in the 
case of NBC with Inner Sanctum and 
Dangerous Assignment : CBS with 
Range Rider and Amos V Andy, and 
MPTV with Flash Gordon and Janet 
Dean. 



Of course, a lot of the film products 
that syndicators handle • from ABC 
Film Syndication's Racket Squad to 
Consolidated's Front-Puge Detective— 
are rerun network series. Most of these 
play with no changes in the series ex- 
cept an occasional switch in general 
title. 

But lately there's been a trend to- 
ward the refurbished dramatic show, 
which is often a series of dramas that 
represent the pick of the crop from 
several available rerun packages. One 
example of this is TPA's Your Star 
Showcase — a "new" film series of some 
52 half-honr shows. 

TPA picked 45 shows from a total 
(according to TPA) of nearly 350 
available, made by five different pro- 
ducers. Much of Your Star Showcase 
is actually reruns of Jewelers Show- 
case and General Electric Theatre. 
However, it is first run in 150 markets. 
In its current form a new introductory 
sequence (featuring Edward Arnold) 
is being shot, and seven new half-hour 
dramas (some of which, in turn, will 
be TPA pilot films) will be added. 

Another example is NBC's Paragon 
Playhouse, which is actually 39 epi- 
sodes of Douglas Fairbanks Presents. 
NBC has added new introductions, a 



la SJtou < <is<\ featuring Walter Abel. 

With new tv stations popping up all 
owr the map, such package- are often 
strong first-run bets and arc choice 
rerun properties in other markets. 

*~ Tf <T«-/niii»li viiif/ 

Practically all the distributor* of tv 
films offer publicity and merchandising 
services to clients, in varying degrees. 

The most usual form of promotional 
help is a movie-type press book, com- 
plete with glossy photos, some promo- 
tional material, and advertising blurbs. 
A few of the largest syndicators like 
Ziv TV, CBS Film Syndication — go 
further and offer an extensive crop of 
merchandising aids. These include 
items like counter cards, truck posters, 
window stickers, display material, shelf 
talkers and even premiums. Other syn- 
dicators like MPTV and United Ar- 
tists — have developed merchandising 
angles in connection with franchised 
merchandise (cowboy suits, space hel- 
mets, rocket pistols, sweaters and such- 
like), all of it tied into a syndicator- 
distributed show. 

A complete list of merchandising ser- 
vices available to advertisers from film 
syndicators is impossible in this brief 
(Please turn to page 112) 




we love lucy roo^ 

BUT THE PEOPLE Of 
NEW ORLEANS LOI/E 

OUR CRAIG KENNEDY, 
CRIMINOLOGIST 
BETTER... JUST 
LOOK AT THIS 
TELE PULSE 
RATtNGf 



TELEPULSE November, 1953. 

New Orleans, Louisiana 
CRAIG KENNEDY, CRIMINOLOGIST 50.5 

Love Lucy 48.5 



These TOP MARKETS on this outstanding Ifa-hour mystery- 
adventure TV film series still open for FIRST RUN SPON- 
SORSHIP* 



NEW YORK 
BALTIMORE 
ST. LOUIS 

WASHINGTON, D. C 
BOSTON 



PITTSBURGH 
MILWAUKEE 
BUFFALO 
MINNEAPOLIS 
CINCINNATI 



'Contact us TODAY for MORE success stories and other available 



markets 



LOUIS WEISS AND CO. 



655 N. Fairfax • Phone WEbster 8-5287 • Los Angeles 36. CaFif 
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KQV now tops even its own 

top rating in program "Firsts" 



In the last Pulse ratings, KQV broke all pre\ious records 
in program "firsts" in Pittsburgh. And now, the new 
October-No% ember ratings show we've climbed even higher! 
Monday through Friday. 6:30 A.M. to 11:00 P.M., KQV 
now has almost three times as many top rated shows as its 
nearest competitor. In the Sunday through Saturday ratings 
we more than double the second station. And more and 
more of KQV's nighttime ratings have climbed up to 
6.0's and ~.0's! Here are the latest Pulse report ratings 
for Pittsburgh: 

Number of Program Firsts by Quarter-Hours* 
6:30 A.M. to 11 P.M. 

Station Firsts 

KQV 143 

Station "B" 56 

Station "C" 55 

Station "D" 26 

It's just another way of saying — if you want to sell the 
dynamic SEW" Pittsburgh market, your key is KQV. 




Tolo\ V* hours meosured — 330, Monday through Fridoy 



WIS 'iij 
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CBS Radio i ■ IN PITTSBURGH 

National Representatives: WEED & CO. New York • Boston • Chicago • Detroit • San Francisco • Los Angeles 

SPONSOR 




second /in If. vol una* 7 



JULY TO 
DECEMBER 
19 5 3 

Issued every 6 months 



Advertising Agencies 

Showalter "Bud" Lynch, Showalter Lynch Adv., 13 July p. 60 

profile . — — 

Eric Eisner, Maun", Lee & .Marshall, profile 27 July p. 62 

T. Ralph Hart, Spitzer & Mills, Toronto, profile 10 Aug. p. 43 

Eugene Lessere, Wm. H. Weintraub Co., profile, 24 Aug. p. S6 

Edward H. Weiss-, W eiss & Geller, profile 7 Sep. p. 68 

Agency part in tv entertainment creation — 21 Sep. p. 8 

Roger Pryor, FC&B, profile 21 Sep. p. 68 

Duane Jone% Duane Jones Co., profile 5 Oct. p. 38 

J. Scheideler, Scheideler, Beck & Werner, profile 19 Oct. p. 62 

Is the 15% agency commission system outmoded? 2 Nov. p. 32 

J. C. Dowd, Dowd, Redfield & Johnstone* profile 2 Nov. p. 62 

Should air media recognize agencies? 16 Nov. p. 29 

What admen put on bulletin boards _ 16 Nov. p. 32 

George Wolf, Geyer Adv., profile 16 Nov. p. 64 

Louis W. Munro. Doremus & Co., profile 30 Nov. p. 50 

Michael Levin. Erwin, Wasey & Co., profile 14 Dec. p. 57 

Top 20 agencies by '53 radio- tv billings 28 Dec. p. 28 

Alfred J. Scalpone, McCann-Eriekson, profile 28 Dec. p. 51 

Appliances 

Has sponsoring Bishop Sheen sold for Admiral?. 24 Aug. p. 31 
How Lewyt gets dealers to up radio-tv use _ 30 Nov, p. 36 

Automotive fiiifl Lubricants 

Liqui-Moly, car oil supplement, goes national with 

aid of radio-tv spot 

Ford one-day sales crackle via saturation radio 

Emil Mogul tests media weekly for Rayco 

Automobiles on the air - . 

Donald C. Marschner, Shell Oil. profile 

Firestone gets maximum yardage from simulcast 

Broadcast Advertising Problems anil 
Developments 

Hot radio and tv trends for fall '53 

Forum: what trends should air advertisers watch? 
Network radio: outlook, audience, tandem plans, 

merchandising, flexibility . 

Out-of-home listening, national status 
Spot radio: outlook, availabilities, rates 

FM radio: status and outlook . — , — 

Transit radio: status and outlook 

Is era of spot radio rale "deals" ending? 

Moving day on Madison Ave. _ 

Advice to tv job-seekers _ . — . — 

Twelve fallacies about nighttime radio 

Ex-magazine man, Ed Lethen, looks at radio . 

How ABC will compete with other nets 

Agency recommends nighttime spot radio to client 
NBC invests $5 million in network radio comeback 

The network radio ferment - 

Forum: To what extent do you use rating services 

to measure media effectiveness? 

Why new clients are buying radio _ 

Should a tradepaper boost nighttime radio? . 

TV becomes tv in sponsor „ 



7 Sep. 


P- 


36 


19 Oct. 


P- 


30 


19 Oct. 


P- 


36 


16 Nov. 


P- 


43 


30 Nov. 


P- 
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Free & Peters clinics mull spot problems 

How 12 big spot clients use the medium. Part I: 
Six spot radio case histories: Life, Pall Mall, 
Esso, Mennen, Shell Chemical, American Air- 
lines .. . ., 

Year-end report on major '53 radio-tv topics. 

N. Y. newspaper strike: role of radio-tv 
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Radio-tv resolutions suggested for admen, reps_ 
How 12 big spot clients use the medium: Part II: 
Six spot tv case histories: Nabisco, Anahist, 

Bulova, Ronson, Borax, Kools . 

How to get the most out of an independent station 
Forum: How can advertisers and agencies use in- 
dependent radio stations to best advantage?- 
Top 10 radio and tv advertisers, '53 ^_ 



Clothing and Accessories 

National Shoes: radio and tv push sales up 500% 21 Sep. 
Brown Shoe gets tv show on 203 radio stations 14 Dec 
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Commercials fiiirl Stiles Aids 

Film commercial talent, S \G rate scale 
Status of tv I.D. commercial* 
Search for new tv commercial announcers 
Forum: Are jingles irritating? 
What do viewers think of your tv commercial? 
Five ways to cut tv commercial co*t* 
Commercial approach used by Calen Drake 
March reveals new tv commercial noting figures 
Forum: Should sex appeal be used in air com- 
mercials? 

Modern art comes to tv film commercials 
Dichter outlines features of effective commercials 

Costs 

Transcribed radio program costs 13 July 

Cost per-1000 homes of net radio shows by type.. 13 July 

Typical talent-production costs for net radio shows 13 July 

What can typical budgets buy in spot radio? . . 13July 

Tv network cost trends, fall '53 ... 13 July 

Unions and tv costs: status and outlook 13 July 

SAG rate scale for film commercial talent 13 July 

Rate structure of new tv stations 13 July 

Co^t-per-lOOO homes of net tv programs by type_ 13 July 

Typical talent-production costs for net tv shows 13 July 

Five ways to cut tv commercial costs 24 Aug. 

Tv show costs leveling off, sponsor survey shows 21 Sep^ 

Drugs and Cosmetics 

Block Drug rediscovers radio . 
Joel Y. Lund, Lambert Pharmacal, profile 

Anti-enzyme war on the air ,. 

Norman Jay, Hazel Bishop, profile . 

Farm Radio and Tv 

Farm radio and tv: 1953 19 Oct. 

W hat advertisers, agencies say about farm air 19 Oct. 

Farm radio listening increasing ... . 19 Oct. 

Farm tv reaches every fifth rural home 19 Oct. 

Farm market: four key facts for admen _ 19 Oct. 

Farm radio results 19 Oct. 



Foods and Beverages 

Ruppert broadens air use via radio-tv spot 

Morton Salt likes nighttime spot radio 

James Bergman Jr., River Brand Rice Mills, pro- 
file 

Kraft adds second hour-long show to tv schedule . 
Rubel Baking builds public relations via radio 

Dr. Pepper wins with radio giveaway show 

The sugarless pop revolution 

How big Baltimore bakery uses radio and tv. 
Why Pan American Coffee Bureau uses spot radio 
How GF gets most out of tv for Minute Rice . 



Foreign and International 

Foreign language radio: ^atus and outlook . 13 July p. 130 

Forum: Why is Canadian radio a good buy? . 10 Aug. p. 54 

Canadian radio and tv, 1953: . 10 Aug. p. 59 

Canadian market: more money to spend ... 10 Aug. p. 60 

Canadian radio leads in penetration, gets results 10 Aug. p. 62 

Canadian tv makes bid for big league 10 Aug. p. 66 

How L T . S. sponsors use radio in Canada 10 Aug. p. 68 

Canadian Basics: charts and statistics on scope 
of the market including listings of all Cana- 
dian radio stations and reps, U. S. advertisers, 

agencies in Canada radio and tv — 10 Aug. p. 70 

A rep goes to Alaska, gives market lowdown. 5 Oct. p. 37 

Rating muddle in Australia 30 Nov. p. 58 

Insurance and Finance 

Milton Fox-Martin, Kidder, Peabody & Co., profile 27 July p. 22 

Bache & Co. gets leads via radio 27 July p. 36 

Why all 11 banks in Kingston use radio 30 Nov. p 32 

Arizona bank uses tv to reach youngsters 28 Dec. p. 24 
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Jewelry (Mid Watehes 

Spcnb-l -p.nd- lOO 1 ^ <>{ budget <m tv 5'Oi-t. 
Joseph Koberts, Jacques Krri-ler Co., profile 2 Nov. 

MrrchamHsmif and Promotion 

Merchandising: v> hat tv station- tiller 7 s « j>. 

Portable tv "«■!<>" im-ri hamll-e ( at- Paw -llow- 21 s ep. 
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12 



38 

66 



21 

26 



Miscellaneous I'roiluvts ami Services 

Movie companies continue promotion- via tA 13 July p. 

Klliott Plowe, Peter Paul I nr., profile 13 J ul> p. 

Why American Machine & Foundry uses tv 
Bernard Pwort/an, Kon-on \rt Metal, profile 
Morchead Patterson, A unman Machine & Foun- 
dry, profile 
Clayton llnNli, Claniorciie Inc., profile 
lie Jiir discovers radio and tv can -ell cameras 
Mage- >port stores up sales $2 million with tv 
Howard Diet/, M-li-M Pictures, profile 
.Ned Fines. Fines Publications, profile 

Vrou ra in i ii<] , Ge n ** ral 

What happens to summer air "Iryouts?" 

Top 10 available programs on each radio network 

I'se of same program format on both radio and tv 

Five-minute network radio shows largely newscast- 

Forum: What should advertisers know about .Ne- 
gro audience radio'.' 

WOK buys $1,000,000 worth of radio drama shows 

.Negro Kadio '•eclinii: facts, figure- on the market, 
buying habit-, brand preference-. Negro lis. 
teuing, success stories, tips on selling 

Football on I he air: 1933 

Are children's programs harmful? 

I lonicinaking shows most popular with ladies 

\BC program strategy in network competition 

Oalcn Drake: radio's highest paid copywriter 

Negro-appeal soap opera intrigue- adverti-er- 

What sponsors can learn from BM] clinics 

Program ideas vs. program realities 

sponsor station program guide to aid tiinebuyers 

I*rof/r« miMf/. Television 

Tv network programing trend-, fall '53 
\\ TOP-T\ tot -how -ina-h hit in one week 
Humor group develop- comedy talent for tv 
Hour-long tv drama- get re-ults for Kraft 
Programing to hit -pecific -ocial cla--es 
Behind— ccucs story of a tv drama ( The Webi 
W e-tern -hould be noi-y to be -ncce— 
Plea-ant programing aid- ad me— age reception 

Iteseareh 

Is Life's media studv fair to radio and tv? 

Multiple-set radio li-lening, lale-t research 

Kadio Basic-: chart- and stati-ties on radio'' cir- 
culation, audience, li-trning, cost-, billiug- 

Tv Basics; charts and -tati-lir- on dimensions of 
tv. viewing habit-, audience eompo-ition, re- 
membrance impact, co-ts. hillings 

Media research pitfalls, 10 trap-; Part 7, All- 
Media Mudy 

Ten ba-ic finding- of new <!|iri-tal radio study 

Media research pitfall-, how to get your re-earch 
money'- worth: Fart 8, All-Media Mudy 

How 72 advertisers evaluate media; Part 9, All- 
Media Study 

How 91 agencies evaluate media; Part 10, All- 
Media Mudy 

How DBDO evaluates media; Part 11, All-Media 
Mudy 

Depth research probe- -ocial cla-- reaction to tv 
How to te-t media weekly ; Part 12, All-Media 
Mudy 

Don't make this mistake in ranking tv niarkci- 
Facts on the youth market tor ailmen 
Why 31 adverti««T- don't use the air; Part It, 

'All Media Miidy 
Will Starch tv figure- up« t bnving -trategy ? 
\N \ -urvey -how* new ad expenditure trend- 
Mew are of iiii-u-c- of March tv figure-: N ItC 
Kadio "iudi-peu*able" medium, Polit/ -tu<lv sliow- 
What's wrong with the rating -ervice-? I'art II. 

All -Media Mudy L'H 1 >,-, p, \\ 
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Retail 

Morcca-iing -tatu- and developments 

Hetaii -lore u-es own talent to pare tv costs 

Forum: Why don't department stores use more 

radio and tv? 
Kadio and tv sell for department stores duxing 

.V Y. newspaper -trike 

.S'ihijj.v riiiff Cleansers 

How Lifebuoy cured it; own K.O. 

Kii hard Owen Jr., H, T. Babbitt, profile 

Television 

Network tv trend-: one— tation market problem, 
network -i/e and tv -et growth projections, 
uhf, co-t trend-, programs, audiences, mer- 
chaudi-ing, color tv, unions 

Lhf: status and outlook 

"-pot tv : availabilities, rate-, color tv, I.D.'s, syn- 
dicated films 
Tv -tation- in 225 metropolitan county markets 
Tv Basics: charts, statistics on dimensions of tv. 
viewing habits, tv vs. radio, audience compo- 
sition, remembrance impact, costs, billings 
llow tv stops brand-switching; NBC T\ study 
KINC-TV meets ad emergency in newspaper strike 
I hf: one year later . _ 

\lternate-week and split sponsorships in tv 
Forum: llow can uhf set conversion be -timu- 
lated? 

Color tv: advance tips to admen ... _ 

Forum : llow can admen prepare for color tv? 

How America's -ocial cla--e- react to tv 

\ ideo tape i- IV H-bonil) 

Tv'.- handicap: inflexibility 

Forum: Who should do tv -«t census? 

Lhf fads brought up to dale 

Clo-ed circuit tv meetings on the increase 

>hou]d there be a Tv Advertising Bureau? 

\ ideo tape recorder: meaning to sponsors 

1- tv over-commercialized? 

Television Film 



chart 



W hy advertisers use spot tv film program cain- 
paign- 



11 nw to get the nio-t out of stock tv film 

Time Knifing 

Market difference* tinicbuyers should watch 
PeriL 0 f being a time salesman 
Pity the gal timebuyer 

\gency recommends nighttime spot radio to client 
NBC's new radio sales plans 
Electronic -pot buying: NBC Spot Sales new 

"audition" buying method for timebuyers 
Forum: llow does your agency train timebuyers? 
Tiinebuyers love to see station managers, but . . , 
85 timebuyers: a job profile 
What tiinebuyers want for Christmas _ . 
-pciNsou -tation program guide will aid timebuyers 

To bci ceo 

Portent- of growing cigarette controversy 
W ill Camel- go king-size? 

Transerintions 

Transcribed radio shows: status, costs, trends 
Kadio librarv service developments 



13 July 


n 


136 


21 Sep. 


p- 


66 


30 Nov. 


p- 


56 


28 Dec. 


> 


30 


13 July 


P- 


34, 


24 Aug. 


P- 


2h 


13 Julv 


p- 


174, 


13 July 


p- 


180 


13 July 


P- 


192 


13 July 


p- 


205 


13 July 


P- 


219 


27 July 


p- 


44 


24 Aug. 


p- 


62 


7 Sep. 


p- 


32 


7 Sep. 


P- 


5.6 



7 Sep. 
21 Sep. 
21 Sep. 

5 Oct. 
19 Oct. 

2 Nov. 

2 Nov. 
16 Nov . 
16 Nov. 
30 Nov. 
30 Nov. 
14 Dec. 



p. 64 
p. 40 



60 
40 
52 
10 
56 
24 
60 
29 
38 
27 



r 13 July 


P- 


42 


! 27 Julv 


P- 


52 


24 Aug. 


P- 


46 


\ 21 Sep. 


P- 


50 


19 Oct. 


P- 


50 


30 Nov. 


P- 


52 


I 28 Dec. 


P- 


52 


13 July 


P- 


203 


10 Aug. 


P- 


46 


7 Sep. 


P- 


48 


. 5 Oct. 


p. 


44 


2 Nov. 


P- 


48 


16 Nov. 


P- 


50 


t 14 Dec. 


P- 


50 


14 Dec. 


P- 


38 



10 Aug. 
24 Aug. 

7 Sep. 
21 Sep. 

5 Oct. 



p 36 

p. 48 

p. 37 

p. 34 

p. 30 



5 Oct. p. 38 

5 Oct. p. 58 

19 Oct. p. 34 

16 Nov* p. 38 

14 Dec. p. 34 

14 Dec. p. 41 



Sep. p. 10 
Sep. p. 18 



13 Julv p. 106 
13 July p. 110 



110 



SPONSOR 



top service 




...top selling ability on KCMO Farm Radio 

CORNS™* 

and how it grows in Mid-America 



The KCMO Community Corn Club Contest 
is just a single example of Jack Jackson's 
stature among Mid-America farm groups. 
Jack, who is KCMO's Director of Agriculture, 
organized the first contest of its kind in 
Mid-America three years ago. 

Since then, scores of rural and small-town civic 
groups have sponsored thousands of farmer- 
contestants in the competition to grow 
more and better corn. 

This kind of progressive farm radio service has 
brought Jack numerous honors, including the 
current presidency of the National Association 
of Television and Radio Farm Directors. 

Jack and his staff are either on the air or on the 
road the year round, serving the Mid-America 
farmer . . . and making sales grow for 
a number of sponsors. 

His associates, Bruce Davies, Market Reporter 
and George Stephens, Farm Reporter, 
constitute an active, completely coordinated 
department operating full-time on KCMO-Radio. 

Call KCMO or your Kalz man for the full story on 
KCMO Farm Radio. 




radio 

50,000 watts at 810 Kc. 

125 East 31st Street, Kansas City, Mo. 
ar The Katz Agency. 



"It's a Meredith station' 
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spa< e. Sponsor* interested in merchaii- 
tiding should iIim'w the matter with 
distributors ami i>r station-. 

Several admen, however, sounded a 
familiar warning. Said one .New ^ oik 
film buyer al a top ad agency : ".Mm ic 
hierchauduiu" i> like that of radio. 



of it 



iootl unci s«.me 



of it 



lous\ . Merchandising nia\ mean 2') 
different thing* to 2u dilTercut nudi- 
eators. In an\ ca»i". \onie Mippo*#d 
to he Inning a good film properly and 
not shopping for free |»oinl-of-*aIc 
material." 



► \ |«f«»o (ii pi* outlook 

There'* plenty of talk about HCA s 
new video tape recorder in the tv film 
iiidn-lrv. Most producers plan to use 
it in Mime form or other when it be- 
.nine- available. Actually, more pro- 
ducer* M«e it a* a pos-ible threat to the 
long-range re-idnals of color films than 
as a competitor in the near future to 
black-and-white film production. 

liut. al the moment, there are no 
major change^ in the industry's pat- 
tern- of production or selling as a re- 
Milt 'of the \ TK. *** 



NOW! 



WICHITA AREA PULSE 




TOP 15 NIGHT SHOWS 

KTVH .... 15 
STATION X . . .0 



+ To assure on accurate 
KTVH area survey. Tele 
pulse Report was made 
in Wichita, Hutchinson, 
and Winfield. 



TOP 10 MULTI- WEEKLY 

KTVH 10 

STATION X . , 0 



Windy, the bright spirit ol TV in Central Kansas, is jump- 
ing with jo\ over the first Kansas Tclcpulsc Report. He's 
inviting sales-wise advertisers to chart a rising curve with 
KTVH . . .Nighttime ratings of 53.6 to 35.5 and multi- 
weekly ratings'of 29.7 to 14.3. KTVH sales offices . . . 
Wichita and Hutchinson; studios in Hutchinson. Howard 
Peterson. General Manager. 




KTVH 

HUTCHINSON - WICHITA 



CBS BASIC -DU MONT -ABC 
REPRESENTED BY H-R TELEVISION, INC. 

COVERS CENTRAL KANSAS 



FILM COLOR 

l Continued from page 55) 

color. Color will have the same effect 
on television that Technicolor has had 
on the mo\ie-going public. Color will 
enhance the value of 951 of all pro- 
grams and the cost will be little more 
than black-and-white as far as the actu- 
al productions are concerned." 

Not all producers, however, are as 
enthusiastic about the rainbow-hued 
future of television. Here, for example, 
are the thoughtful comments of Her* 
schell G. Lewis, lop producer of Chi- 
cago s Lewis & .Martin Films, Inc. 
Lewis, who produces film commercials 
as well as such film series as Oklahoma 
Chuck K'agon Hoys and fFhat's Your 
Eye-Q? warned: 

''Color has gone backward in the last 
three months. For about a year, we 
experimented with color, at the insis- 
tence of clients who were afraid that 
color tv would make their spots obso- 
lete. Then, with the realization that 
color tv for practical, commercial pur- 
poses has largely faded out as an im- 
mediate, imminent development — at 
best two years away— the demand for 
color has slacked off to almost nothing. 
Fveryone is waiting for a new develop- 
ment that will either tone up the color 
film in existence or evolve a new color 
film especially for tv use. Many of us 
in the producing end are annoyed with 
the cloak-and-dagger approach taken 
in color film. We'd like to know exact- 
ly where we stand." 

Q. What d oes shooting m color 
add to the costs of syndicated produc- 
tion? 

A. It all depends. Some producers 
have literally spent a fortune on color 
for experimental purposes. 

Ziv TV. for example, has shot sev- 
eral episodes of Favorite Story in color 
and black-and-white at the same time, 
with the cameras side-by-side. Object: 
to determine whether black-and-white 
prints made from the color negatives 
looked as well on tv closed circuits as 
black-and-white prints made from the 
regular panchromatic stock. Naturally, 
this isn't a cheap test. 

However, some color figures can be 
evolved toda\. sponsor discussed the 
• piestion of color costs with a number 
of different producer*. These were the 
averages : 

1. If a producer shools a normally 
budgeted (about $27,000 per episode) 
half-hour dramatic show in color, the 
additional price on lop of his budget 
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SPONSOR 



negati\ e 



just to get a finished color 
(no prints) will be about 25%. From 
this, a black-and-white negative can be 
made, and regular prints made in the 
usual way. The color negative can be 
stored in the vault pending the day 
when color prints will be needed. (Inci- 
dentally, the color stock used in the 
example above must be one of the 
simpler color slocks, like the new East- 
man Negative-Positive Type 5248, or 
Kodachrome, or Ansco. Technicolor — 
a three-color process — would jack the 
price to about 33% over normal bud- 
get.) 

2. If a producer wants to go whole 
hog and make 35 mm. color prints of 
his show as well — which can be tele- 
vised very successfully in monochrome 
(black-and-white) on the standard sys- 
tems of tv projection today — his costs 
will really jump. Don McClure, asso- 
ciate producer of Owen Murphy Pro- 
ductions, estimated for SPONSOR that 
to shoot a tv film on color stock, and 
then to make 35 mm. color prints 
(since the reproduction quality of 16 
mm. color prints today is often erratic) 
will jump the costs by 50%. 

At this point, it should be clear to 
any adman that tv program film pro- 
duction in color involves heavy invest- 
ment — and perhaps a long wait for a 
return. 

Q. Why are color film stocks and 
color prints so expensive? 

A. Color film involves the most care- 
ful laboratory control during manu- 
facture. The materials which go to 
make up the color dyes and color emul- 
sions cost several times what they do 
in black-and-white films. 

To process color film, too, is expen- 
sive. Even in great quantity, color 
prints cost about three times as much 
per foot as do black-and-white prints. 
The actual figures — and this is an in- 
dustry average — are about six cents 
per foot for color, vs. two cents for 
monochrome. 

Producers find it nearly impossible 
to beat those prices, either, since they 
represent the standard prices of ma- 
terial and union labor. They may drop 
somewhat in the future when color tv 
production really hits full output, and 
possibly when RCA's new color tv tape 
recorder represents a serious competi- 
tive threat to the standard methods of 
filming in color. 

Q. What is being done to develop 
new color film for tv? 

A. The laboratories of every major 
film manufacturer have lately been 



tackling this problem. Eastman, Ansco, 
duPont, Technicolor and the foreign 
film manufacturers have been involved. 
So far, the research lias developed 
along two lines: 

1. Faster, cheaper films: The biggest 
single step lately taken in the develop- 
ment of a better color film stock was 
the development by Eastman of its new 
Eastman Color 'Negative-Positive. Tung- 
sten Type 5218. This film stock, first 
released about eight inonhts ago. has 
begun to find wide use in both the tv 
and Hollywood movie industries. (20th 
Century-Fox's The Robe, for example, 
was shot on this stock.) Developed 



primarily for indoor work under near- 
normal film lighting fits speed is al- 
most that of a fine-grain black-and- 
white), it can be used outdoors with 
correct filters. Excellent black-and- 
white prints can ultimately be made 
from it, as well as color prints. Prob- 
lems of makeup, costuming and loralc 
are simplified with its use. 

2. Better color prints: This is a real 
bottleneck. For years, the industry has 
been able to turn out good 35 mm. 
prints in color, since the film ha* bet- 
ter definition because of its larger size 
and because the chemical nature of the 
stock is more stable. Making good "re- 




Ghatutel 5 ffl 

BISMARCK, NO. DAK. 



Add KFYR-TV to your list of "impact" stations 
in key market areas. Telecasting from the heart of 
the oil-rich Williston Basin into the wealthy 
Midwest farm belt, KFYR-TV combines the top-rated 
programs from three networks with superior 
local shows— your unconditional sales guarantee 
of a large, loyal and profitable audience for 
your sales story. 




NBC 



CBS 



0UMONT 



X 



KFYR. 



-tV BISMARCK, Na. DAK. 

Represented Naiioncfiy by JOHN BUSlR 
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You'll find thenP 

\ 



ocal station newscasters, sporli 
casters, disc jockeys, women com 
mentators, etc., etc., — a great nc 
selling force at work today across t | 
nation. This force has grown up 
gradually that you have perhaps n| 
realized the strength of its influend 
It is the power of the local personalis 
The men and women in each comi 
nity whose voice on the radio has wj 
a loyal following and whose selli 
suggestions cany the influence of) 
known and trusted friend. 




ice 



Jerry Marshall, master of ceremonies on WNEW's Make Believe Ballrbm 
One of thousands of local station personalities a lio make Spot Radio succeyu 



h every town 



The Station Advisory Board 
of the Crusade will consist of: 



'his local influence, among other 
ngs, is what has made Spot Radio 
powerful force it is today. This is 
I Spot Radio is shooting up year 
h year. 

jnd because this selling force is so 

I" e understood, the radio stations of 
, erica and their station represen- 
♦ ves a year ago organized The 
isade for Spot Radio to tell the 
it Story to advertisers and their 
ncies. The Crusade carries its mes- 
3 directly to the top executives — 
he people who decide what media 
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1948 $ 104,800,000 

1949 108,300,000 

1950 118,800,000 

1951 119,600,000 

1952 124,400,000 

1953 135,000,000, est. 



Spot Radio time sales have grown in volume 
consistently for 18 years. 




will be used. It supplies the factual 
data on which the agency can prepare 
a nation-wide spot program. The Cru- 
sade isn't selling any one station or 
group of stations — it is an industry- 
wide service. It is designed to stretch 
the advertiser's dollar by helping him 
make the most effective use of this 
powerful selling force. 

In its first year, supported by 318 
of the more forward-looking radio 
stations, The Crusade has been most 
successful in winning many new con- 
verts to the national spot medium — 
more advertisers; more markets; 
more saturation campaigns on more 
stations. 

With more stations backing its pro- 
gram, The Crusade can do an even 
more effective job. For the advertiser 
and his agency, The Crusade can help 
in the effective use of this great, new 
selling force. For the station, The 
Crusade can serve in the broadest 
possible sense in industry-wide pro- 
motion of this medium. Remember, 
The Crusade is the only organization 
selling national spot radio on an in- 
dustry-wide basis. 

Based on the outstanding success 
of The Crusade in its first year of 
operation, the newly appointed Sta- 
tion Advisory Board, comprised of 
the prominent men pictured, has al- 
ready met in New York to plan and 
launch a vigorous expansion program 
for 1954. 



( ru#ade 



FOR SPOT RADIO 

Sponsored by 

The Station Representatives Association, Inc. 

101 PARK AVENUE • NEW YORK CITY 17, N. Y. 




Harry Burke, KFAB 
Omaha 




Robert B. Jones, Jr., 
WFBR 
Baltimore 




Leslie L. Kennon, KWTO 
Springfield, Mo. 




Richard H. Mason, WPTF 
Raleigh 




Philip Merryman, WICC 
Bridgeport 




William B. McGrath, 
WHDH 
Boston 




Charles F. Phillips, 
WFBL 
Syracuse 




Odin S. Ramsland, KDAL 
Duluth 




Ben Strouse, WWDC 
Washington, D. C. 




Your Best 
Buy to Sell 
The Rich 
Pittsburgh 
Market 



I: very day more and 
more advertisers are 
learning it's good 
business to sell 
America's eighth 
largest trading area 
through WKJt ; -TV— 
Pittsburgh's pioneer 
Utlt : television sta- 
tion. That's because 
WKJF-TV offers its 
ever-growing audi- 
ence outstanding net- 
work shows plus 
.strong local pro- 
gramming. 

In case you're look- 
ing for a way to get 
more than your share 
of the 2'.| bittion dot- 
tar Pittsburgh market, 
you'll find it pays to 
use W'KJF-TV. Want 
proof? Contact our 
national representa- 
tives, Weed Televi- 
sion, or write us 
today. 



WKJF-TV 

gtuHutet 53 

KITTS BURGH 



\\ . 

Not. Rep. WEED TELEVISION 



OUTSTANDING 
NBC PROGRAMS 




(liu tion prints" I •$•> mm. down to 10 
nun. I is another matter. Eastman, as 
\ t-t, has- not periled a 10 mm. color 
print stock which i- as good as its Type 
52115 negative mentioned above, al- 
though a spokesman in the Fast Coast 
Division of Ka-tnian Kodak told SPON- 
SOR that a good 10 mm. color print 
qo< k "will he available in the near 
future." 

Although this may sound like m 
nui> h technical folderol to admen, the 
quest for good 10 mm. color is ex- 
tremely important to the future of color 
video films. Oulv the network origi- 
nation centers and a handful of tv sta- 
tions in major cities like ISew York, 
Chicago. Detroit. Los Angeles and 
Philadelphia (perhaps a do/en in all I 
have 35 mm. projection equipment for 
black-and-white. Most stations have 10 
mm. equipment. 

No individual station, as yet. has 
projection equipment for color in any 
size. 

(Mlieials of RCA and Telechrome- 
two equipment firms currently supply- 
ing nearlv all of the color conversion 
equipment for tv stations told spon- 
sor that the emphasis initially in man- 
ufacturing color film projection gear 
would be in 10 mm., apart from special 
orders for network origination equip- 
ment. 

In other words, the film industry 
must have a good 10 mm. color print 
stock that will look consistently good 
on color tv, and which can stand the 
wear and tear of normal tv film use. in 
order to become a major factor in the 
development of color video soon. 

Q. What will the pricing formula 
he for syndicated color tv film shows? 

A, sponsor put this question to sev - 
eral leading film distributors, found: 

1. Nobody in the film business has 
yet worked out a rate card, either for 
advertisers and agencies or for -ta- 
tions. based on color film shows. 

2. \\ lien a rate card conies, it niav 
look something like this; 

For neu slums: The same pricing 
formulas will apply as the\ have in 
black-and-white. '1 hat is. a considera- 
tion will he made based on (a) the 
-how - total Co-Is. phi- costs of selling, 
ibl the number of color -ets in a mar- 
ket, (c! the time charges of the station. 
Don t forget that color -hows will be 
seen in black-and-white under the com- 
patible -vstcm now in force. so an ad- 
vertiser"* audience is not limited to 
tho-e who have color -ets. \ producer, 
iheiefon*. will price his -how at least 



at the level of a black-and-white film 
in a market, and try to pro-rate his 
color costs as best he can. 

For rerun shows: This problem has 
yet to be encountered, hut it soon will 
be. Ziv T\ , for instance, is shooting 
/ Led Three Lives, Boston Blackie, 
Cisco Kid and Favorite Story in color 
All of the epi-odes of United Artists 
Television's Cowboy G-Men (plus the 
20 now in production) are originally 
on color stocks. I United Artists has 
recently gone out of business. This 
and other LA properties are up for 
sale. I Cuild Films, earlier this month, 
switched production of its Liberace 
show to color, and plans to make Life 
with Elizabeth and Joe Falooka in 
color. As mentioned earlier, the Frank? 
1 in Productions series are all in color. 
Dy namic Films' Speed Classics, Winik 
Films' Famous Fights, MPTV-syndi- 
cated Janet Dean and Paris Precinct— 
among many others (see list page 07) 
— are in color. 

What happens if these shows eventu- 
ally rerun in color in some markets? 
Is this a rerun, to be priced according- 
ly? Or, will it be considered a first 
run? So far, nobody knows. Best bet: 
Like the show which is first run on 
both black-and-white and color sets in 
a market, rerun color shows will prob- 
ably be priced on the basis of a normal 
rerun scale for the black-and-white por- 
tion of the market, plus an added cost 
to cover color prints (and to help the 
producer recapture his original color 
investment) based on the number of 
color receivers in the area 

Q. What effect is the color Video 
Tape Recorder likely to have on the 
tv film industry? 

A. I ltimatelv . perhaps, a great effect. 

As sponsor went to press, there was 
a great deal of speculation in the film 
industry surrounding RCA's recently- 
released VTR. But. so far. nothing has 
changed, and nobody has any definite 
plans concerning it. 

One producer, who declined to be 
named, visualized a great deal of fu- 
ture color tv production on tape. As 
he saw it, production studios would be 
equipped with "some version of a tV 
camera chain" which fed into the VTR. 
Then, production would take place — 
w ith the costs of film stocks dra-tically 
reduced — in a manner familiar to 
mov ie men. 

"Don't think." be said, "that we're 
going to let the creation of sy ndicated 
color package- slip out of our hands 
becau.-e of the VTR." * * * 
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In Washington, D. C, WTOP Radio's 
Eddie Gallaher is a man of monu- 
mental influence, with a record of 
astronomical popularity. Morning, 
afternoon and night, he occupies top 
( position: his programs command a 
30.1% greater average audience than 
any other local programs during the 
same periods.* In fact, Gallaher is the 
y?iosl listened-to local radio personality 
in the area. ..and has been for years. 

On the Washington scene... 

His influence is 
monumental 

He's light up there when it comes to 
results, too. In a recent premium offer 
pushed by eight local radio and tele- 
vision personalities, Gallaher out- 
pulled his nearest competitor by five 
to one ... all competitors combined by 
two to one! 

Your place on any of Eddie Gallaher's 
programs — Sundial, Moondial or 
Moondial Matinee — will put your 
product head and shoulders above the 
rest. For details call CBS Radio Spot 
Sales or WTOP, Washington's only 
50,000-watt radio station. 



'l*ulse r September-October 195S 



WTOP RADIO 

The Washington Post-CBS Radio Station 





COVERS PENNSYLVANIA'S 
3rd LARGEST MARKET 



Erie 



•Pith burgh 



/ S^RANTON 



WILKES BARRE / 



•Horrisburo, 

Philadelphia 




SCRANTON • WILKES BARRE 




SCRANTON, PA. 

ABC TELEVISION NETWORK 

Antenna 1244 Ft. Above Average Terroin 
333 ModuOn Ave., S<ranlon, Pa. 
Hotel Sterling, Wilkes-Barre, Pa. 



K«pr*MAtef Nationally by 
GEORGE f HOIUNGBMV CO. 



FOOTK,CONKM^l.D«Nt- 

American Chicle Co 

C i y r k 1 1> i t h i r \t \ <., I \ t 
"... one of the nost pronotlon 
rdnded stations In Texas. 





Earl M. Richards. Foot* 
Cone & Belding 
"...our sincere thanks for 
the wondertul cooperat'on 
. . . R. L. Harris Advertising 
Manager, American Chic e 
Company. • 

"Once again I want to e« 
press our appreciation for 
the excellent manner in 
which you have followed 
through . . ." Wright Nodine, 
Geyer Advertising. Inc. 

'Effective Promo* on in- 
cludes: 

• 24 Sheet Posters • Texas 
Size Post Cards • Newspa- 
per Pub' c ty and Ads • P. 
O. P. OiS plays • Courtesy 
Announcements • Sales 
Meet nqs • Promotion Reports 

effective promotion 



KROflTV 

CHANNEL ♦ • EL PASO. TEXAS 



RODERICK IROADCASTING CORf. 

Donanc* D. Roderick Vol Lawrvnc. Dick Watti 
Chrm. ol Board Pr»i. 4 C»n. Mgr. Sal«t Mgr. 
THE BRAN HAM CO. NATL REPRESENTATIVE 




RATINGS 

[Continued jium [>age 35) 

lir«x liurc, "' Vre ^ ou Looking or Listen- 
ing?"' Following lliat. a set of relia- 
bilitv chart- vva* produced, showing 
that the ridiculously low -samples u«ed 
1j\ virtually every researcher produced 
ratings without significant differences 
in mo-t ca-es. 

The charts appearing with this arti- 
cle graphically illustrate some of the 
variation* between the measurements 
produced bv different services. They 
apph equally to both radio and televi- 
sion, as the problem i- not confined 
to either medium. In the radio indus- 
try the shooting is just about over: 
The majority of stations subscribe to 
the Pul-e radio report*. Trendex. Inc.. 
produces telephone coincidental radio 
ratings in some of the larger markets 
(this is primarily part of their agency 
service!, and Hooper does the same. 

In television, however, there are 
more national rating service- than in 



'•If llie (jiuililv of agency ser\ iee i- lo 
bo improu'd ;is much ;i- »e lliink it 
should lie lo nieel today"* competitive 
pomlilioii-, ad vrrlr*in( nipriia will have 
an iniporianl pari lo play in rceopniz- 
inj: only qualified ajreneies. A qualified 
ad\erti-ing iisreney is independently 
owned, soundly operated, adequately 
shifted and financially «iHd.*' 

FREDERIC II. GAMBLE 
President 
AAAA 



radio. We have access to AKB. Hoop- 
er. Telepulse, \ ideodex and Conloit. 
Von will note that at least four of these 
services are compared in one of the 
accompany ing charts. 

Despite these problems with ratings, 
during the past two vears. I've been 
impressed with the fact that I'm deal- 
ing with happy people. The tv spot 
sale-man i- a happv guv today with 
flood reason: Business i- good. Every- 
one wants to get into the tv act. Everv- 
one knows about the tremendous suc- 
cess of many tv advertisers. 

But what of the radio salesman? 
\\ hv is he such a happy guv ? 

Speaking only for our own organi- 
zation (though I believe the same ap- 
plic- to cverv other radio rep firm, as 
wclll. it's becau-e business is pood. 

As a matter of fact, the billings for 
our radio company reached an all- 
time high during the past year. And 
this happened in spite of all the proph- 
ets of gloom who were expounding 
their own dire predictions that radio 



was dead back in 1943 and 19*9. 

W hat does all this have to do with 
ratings? 

Simply this. Both radio and televi- 
sion produce tremendous results for 
the advertiser. 

Badio. in spite of ratings that have 
declined over a period of years from 
prev ious standards, continues to do a 
magnificent job for the advertiser who 
uses it at all properly. Any spot radio 
salesman can give you innumerable 
success stories for radio. Many radio 
success -tories appear in sponsor reg- 
ularlv. 

We do not believe that any rating 
service vet devised can show the user 
or prospective user of the medium its 
full sales effectiveness. Evea the "ideal 
rating sv stein" mentioned in the De- 
cember 2?> SPONSOR is. in my humble 
opinion, far from ideal in this respect. 

No rating system can approach an 
ideal unless it contains some element 
exposing the medium's sales effective- 
ness. And this is the main reason why 
advertisers should use ratings as only- 
one of many, many yardsticks in mak- 
ing wise program buvs. * * * 



BAB SERVICES 

[Continued from page 29) 

specifically. Is what this service con- 
sists of: 

BAB supplies almost any kind of in- 
formation about radio and selling 
goods on radio. This service can be 
generally divided into two categories: 
ready-made and tailor-made informa* 
lion. The categories sometimes cross. 
Information gathered for a specific 
advertiser s use is usually made public, 
though not until the client has had a 
decent chance to capitalize on it. 

During the fiscal year ending last 
March BAB made 860 major presenta- 
tions to advertisers and agencies. In 
addition, it filled 1.650 requests for in« 
formation from advertisers and agen- 
cies. This does not take into account 
information sought by BAB members, 
much of which is passed along to sta- 
tion and network clients. 

The ready-made information for ad- 
vertisers consists of a long list of re- 
search studies, success stories, presen- 
tations, digests, a newsletter, reprints, 
product information sheets and so 
forth. The 1953 index to BAB ma- 
terial lists almost 6.000 reports on 
even, - aspect of radio's audience and 
radio's ahilitv to sell. 
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"STORM COMING" BY CLYDE BROWN 



ToDAY, at the beginning of another year, 
thousands of farm families are ready to 
turn to the advertiser . . . for the products 
their well-earned money will buy. 

How can the advertiser most effectively 
send his sales message directly to the work- 
ing families in the Midwest? Naturally, 
through the media that has helped build this 
market by serving its people. That media is 
. . . WLS! It has given these working fami- 
lies the kind of entertainment, news, mar- 
kets and other services that have won their 
complete confidence and loyalty. 

Yes, it's time for the advertiser to reap 
the harvest that awaits him when he con- 
centrates his sales message in the Midwest 
. . . through the powerful selling of WLS! 




CHICAGO 7 

^90 KILOCYCLES, 50,090 WATTS, AMERICAN AFFILIATE. REPRESENTED BY JOHN BLAIR AND COMPANY. 



The 
PRAIRIE 
FARMER 
STATION 
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Njtne example* : 

* Cumulative audience studies: 
HAH 1 1 ii — fiatliei pil radio < in ulatioir 
figures fur main kind* id program* 
and Munition*. I hev show what .» i/e 
audience you can get with disk jockev 
diow*. soap opera* and ncw*e«*ts mer 
a period of week*. They *how the 
total audienc e for a national ^pot cam- 
paign consisting of live announcements 
a ttei*.\ or 21 announcements per week 
in t\ market< only, Thcv *lmw radio's 
total cumulative audience (11.2 mil- 
lion homes during an average week I 



or the cumulative audience of the 
dominant station in a market. 

* Product information sheet*: 
I he*e are one-page summaries of the 
salient fait* ahout products such as 
dentifrice*, electric hlanket*. \\ Idle 
the\ are made up to give *tation *ales- 
nien a five-minute bru*h-up course, 
new hu*ine** department* of agencies 
have al*o found them u*<dul. 

• Radio's bonu* audience: W orking 
liard to increa*e tlie advertiser s aware- 
ne** of the changing nature of radio 
listening. H \H has gathered and put 



together in easily-understandable form 
the broad facts about auto (27 million 
radio-e<|uipped cars) and extra set 
(two-thirds of all radio homes are 
multi-set homes) listening. The re- 
search has been done by Puhe. 

The tailor-made information runs 
the gamut from a two-minute library 
job to THE TREATMENT. A recent 
example of the latter ( in this case the 
client asked HAH in) is described by 
Sweeney : 

"W hile v\e gave this guy the works, 
this treatment »n't going to be ex- 
ceptional in the future. We expect to 
do more of this. Of course, we're not- 
going to spend a lot of time and money 
unle*- there's some radio business in 
the offing. 

"In this case we prepaied an origi- 
nal transcribed presentation, complete 
with professional actors, which took 
60 man-hours to create and put to- 
gether. It was a half hour long. We 
spent $600 to buy research from 
irtarch. We analyzed the client's tv 
advertising. We spent time checking 
his dealer organization. We surveved 
radio stations to find out the attitudes 
of his dealers to radio." 

Some of the most important tailor- 
made information gathered by BAB 
has developed out of its media effec- 
tiveness tests. They involve compari-. 
sons of radio, tv and newspapers. More 
than 60 markets have been tested, all 
of them by AKBI. By the end of March 
HAH will have plunked down S36.000 
for them. 

BAB has learned a lot about media 
evaluation from these tests. It knows 
enough, for one thing, to realize that 
comparing media effectiveness is no" 
simple proposition. There are lots of 
complications and results are not al- 
ways conclusive. But BAB feels that 
sale* effectiveness is the best measure- 
ment of what an advertising medium 
can do and it is determined to get more 
savvy on this central question. 

Most of the media effectiveness tests 
have been done locally for large retail- 
ers. They include the Kroger super- 
market chain and Block and Kuhl. a 
chain of 19 department and junior 
department stores in Iowa and Illinois, 
Ml the local studies compared news- 
pa|>ers and radio. In addition. BAB 
financed four separate tests for two 
national advertisers of packaged prod- 
ucts. In these tests tv was studied as 
well as radio and newspapers. Total 
cost for the four tests: S12.000. 

Much of the media effectiveness in- 





WKNA-TV 

Charleston's OWN 
Television Station 



*ftos«ef on actual survey mad* 
by a fading radio •ngin**ring 
firm, (nattf-fnt an fquatl) 



Pratrankl to* On UC • ■■MONT 
ail CIS TEIEVISIM NETWIIIS 



WKNA-TV 

thm personality 
■tetlaff 



No matter how you try, you 
can't cover West Virginia's first 
market with any television 
but Charleston's OWN station! 
Only WKNA-TV has the . 
"power"" to do it . . . with 
strong signal, three network • 
tie-ins and choice local 
programming "slanted" to and 
for the Charleston market. 
Get the facts today on how 
easy it is for you to share in 
over $620,000,000 a year 
this market has to spend. 



Joe L Smith, Jr. Incorporated 

Represented nationally by 
WEED TELEVISION 
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formation has already been published 
and eventually all of it will be. Besides 
the studies which BAH has financed, 
it has published a media effectiveness 
study run for Sears, Roebuck, which 
the retail chain paid for itself. 

So far BAB has not come across 
any advertiser who insisted that the 
media effectiveness material never be 
made public. The client, however, 
usually specifies the length of time 
the study be kept secret so that no 
competitors will benefit from the con- 
clusions before it does. 

As an example of how BAB sets up 
more opportunities for radio business 
while serving the advertiser and agen- 
cy, take the case of the airlines. Until 
BAB looked into the situation at the 
request of an airline agency, there 
wasn't any material around listing 
reasons why airlines should use radio. 
BAB found that (1) because airlines 
depend primarily on passenger revenue 
they are bigger advertisers than rail- 
roads, f 2 I airlines and their agencies 
need some knowbow in the field of 
airline radio advertising and (3) little 
is known about the listening habits of 
businessmen, the airlines' best custom- 
ers, since they make up 75% of stand- 
ard fare passengers. 

BAB has already filled in two of 
these gaps and sometime next month 
will send out to its members a study 
of businessmen's listening habits. 
The survey was made at nine major 
airports across the country and is 
based on interviews of passengers get- 
ting on and off airliners. 

All these services comprise a steady 
operation at BAB. They are not in- 
termittent. At the end of 1953 BAB 
had in its shop 51 assignments from 
advertisers for various kinds of data 
and advice. 

Examples: An advertiser who spends 
$600,000 a year in radio co-op (and 
$6 million in national non-broadcast- 
ing media) wants BAB to take a look- 
see at its co-op copy and recommend a 
way it can check on whether its dealers 
actually run the radio advertising they 
say they do. 

Another advertiser, a radio in-and- 
outer, wants to know how to run a 
contest properly oil the air. It tried 
once, didn't have much success, is now 
convinced there's a right and wrong 
way to do it. 

After servicing the advertiser for 
three years, BAB has some pretty defi- 
nite ideas about him. BAB, you might 
say, has psychoanalyzed the attitudes 



of advertisers toward radio. 

Says Sweeney: '**1 here are two kinds 
of advertisers we meet fairly often. 
There's Advertiser A who thinks radio 
is dead or else says, 'Yeah, radios 
great for some people but not me. I 
couldn't get any use out of it in a mil- 
lion years.' Advertiser A (if he'll 
listen) gets a complete treatment, start- 
ing with spoon feeding and going up 
through kindergarten and then the 
advanced course. 

"Advertiser B is the guy who feels 
he can make sales from radio adver- 
tising but doesn't know where to start. 



Sometimes he's completely new to ra- 
dio. Sometimes he's used radio before 
but it didn't work out well and ho 
thinks he did something wrong. We're 
prepared to be more specific with him 
than with Advertiser A. We either 
ply him with information already made 
up which he can iim* or. if the billings 
potential is big enough, we'll finance 
a specific research and analysis job. 

"One thing often strike- me. There 
are so many guys in advertising who 
know absolutely nothing about radio." 

Because BAB has learnt a lot about 
advertisers' reactions to radio and 



CRACK 

THE EASTERN 
KANSAS MARKET ! 




More listeners, more hours than any other station in 
Topeka .... and a go-getting merchandising plan that's 
won national honors. Add 'em up and it spells sales for 
you in Eastern Kansas. (We're talking about our better 
half, incidentally) 



TOPEKA, KANSAS 




5000 Watts — ABC 



Weed & Co. 
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vlial th<*\ want to know it s developed 
all kinds of presentation approa< lies. 
.Most of the prepared presentations 
are in the form of slides. M AM now 
has a fellow who dors nothing eUe 
but work on thin- type of visual prescm 
tation. I hi*rr*» even a presentation 
for the big shot e_\e< utivr who doesn't 
have time to learn about the ins and 
outs of media. 

Over ami above the spe< ifie educa- 
tional tacks | { . \ 1 1 takes to win over 
individual tvpcs of advertisers to radio 
are the broad outlines of |{ \IW cam- 



paign to spread the gospel of radio and 
attract those groups who are. by tra- 
dition, not radio users. 

I he objectives for fiscal 1 953-54 
are: 1. To sell more nighttime radio. 
2. To develop more evidence of the 
greater sales effectiveness of radio. 3. 
To influence the national advertisers' 
distribution organizations through a 
concerted campaign involving local 
station solicitation. 4. To convince the 
kev retailers of the countrv that radio 
deserves a mm h larger share of their 
budget. 5. To make more presenta- 



tions to national advertisers by sub- 
stantial!) increasing the size of BAB's 
sales force. (>. To increase the sta- 
tion membership in BAB to more than 
1.000 stations by spring 1954, 

W oven through these objectives are 
the minor and major strands of BAB's 
strategy. If there is one big story 
BAB is telling, it's the story about 
radio listening outside the living room, 
the clock radio story, the bedroom and 
kitchen listening story, the big radio 
production story (13 million radio sets 
in 1953. more than in 1952). In other 
vsords. extra sets. 

BAB is also selling the virtues of 
seasonal advertising on radio. It 
wants to be specific in its promotional 
selling and that means that some ad- 
vertisers just can't be approached with 
the usual storv about the tangible bene- 
fits of using radio 52 weeks a year. 
B\B also realizes that in the past some 
52-week radio advertisers spent more 
money on other media with seasonal 
peak advertising than they did in ra- 
dio. And very often radio, satisfied 
with a 52-week client, didn't go after 
the seasonal money. 

As to the above stated objectives, 
Sweenev feels that the BAB has be- 
gun to dent the large retailer radio's 
big holdout. 

"Of the 10 largest department stores 
in the country, give or take one or 
two, he said, "four are now working 
with BAB on specific radio proposals. 
Now. that may not sound like a spe- 
cific advance, but it is. It's big. It's 
like Noah's Ark or the Chicago Fire. 
And that's not all. The A.MC stores 
asked us to appear before the annual 
promotion managers meeting January 
15. They asked us. We've been trying 
for two )ears to get just one A.MC 
store to listen to us. 

The J. C. Penney organization, 
which concluded a radio test in more 
than 100 markets last month after 
being outside radio's pale for almost a 
decade, was brought into the test 
through BAB. 

BAB's drive to influence the national 
advertisers' distribution organizations 
has been helped by the local sales com- 
mittees made up of BAB members in 
various markets. There are commit- 
tees in 21 major markets at present 
and Sweenev hopes to extend this to 
45 markets. 

The committees were not set up 
specifically to influence national ad- 
vertisers' distribution organizations. 
They will function as general local 



has grown even foster 
than one of America's 
fastest' growing 
markets. 
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radio sales committees. BAB headquar- 
ters expects them to he especially use- 
ful in keeping up pressure on adver- 
tisers who have heen given presenta- 
tions by BAB itself. 

The kindling of local dealer en- 
thusiasm for radio is considered vital 
by BAB, which has come up against 
advertisers who are keen for radio 
themselves but hold hack because the 
dealers either show a lack of interest 
or direct hostility. Of course, it works 
both ways. If BAB can sell the dealer, 
the national advertiser will be im- 
pressed. If BAB can sell the national 
advertiser, the local co-op radio bud- 
get will be affected. 

While national and local promotion 
needs often run parallel and are some- 
times indistinguishable from one 
another, BAB retains the distinction. 
In its outgo budget, for example, direct 
expenses for local and national promo- 
tion each account for about one quar- 
ter of the total. (Another 10/r is for 
selling activity. More than 30% is for 
overhead and administration. The rest 
goes for membership activity, adver- 
tising and to the bank.) 

While little has been said about the 
services BAB provides its members, 
they are legion. In the year ending 
last March, 622 sales tools were sent 
to each member. 3.228 requests filled 
for individual stations, BAB personnel 
toted up 92,000 miles of travel to speak 
at clinics and sales meetings. Judging 
by BAB's growth, all this suits the 
members fine. * * * 



WHEATENA ON RADIO 

(Continued from page 31) 

the extra energy of Wheatena lasts 
the whole morning, too. Remem- 
ber, if you want your family to 
eat a good, hot breakfast, make 
breakfast good! Serve 'em 
Wheatena. Wheatena tastes good." 
Other Wheatena commercials tell 
about the ways you can eat the cereal 
'—with honey or berries or raisins. 
Most of the commercials are designed 
to whet the appetite and accomplish in 
words what a recipe spread in a wo- 
man's service magazine does with I 
photographs. 

The Wheatena verbal pictures are ! 
painted on between 100 and 110 radio ! 
stations. The company is buying two I 
regional networks — 15 Don Lee net- I 
work stations, on the West Coast, and 
29 Yankee network stations, in New 
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VC^BEN * las P ersona ' it!es — p'us- They add personal punch to 

your sales message. Buffalo-area audiences believe WBEN personalities. 
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Knglaud a* well as single stations in 
main of tin- nation's largest cities. 

Wight now it* schedule includes the 
following major markets; New York 
iWCB>. WMiCt; Chicago iW'BBM. 

Philadelphia (WCAl , \\ 1*1 L, 
Wll'i : Los Angele* iKIIJ. KWl: 
Detn.it I WW J, W\\Zl; Baltimore 
i\\ 15 \L. WCAOi ; CM eland I WC Mi. 
W'llK. WTAMl; Washington, I). C. 
iW'.Vl.AL. W'BCi; Boston (WF.FL 
\\ 111)11. WWC. W\ l)\l: San Fran- 
cisco iKCBS. KFBC. K\BO: BulTalo 
l\\ KBR, W CBi : Columbus iW B\Si : 
Frovideme iWT.A.Y \\ J AR. W I'ROt; 



^sra< use ( \\ M B i : Alhanv I W'l'TB t ; 
Nranton tWCBh: Troy (WTBY), 
and Hartford i W DBC>. 

The South currently does not figure 
in W'lieatena's spot radio plan? because 
sale of hot cereal* lags there. 

W heatena's ageiR \ is Brisa< her. 
W heeler & St a IT. 

W heatena usualK buys "grasscutter"' 
schedules. < "CrasscutteF" means a 
program or spot schedule on one sta- 
tion three days a week — Monday, 
Wednesday and Friday — and another 
schedule, often on another station — on 
Tuesday and Thursday. In ''grass- 



i.utliug" an advertiser reaches rriure 
honied by rotating his audience*. j 

There are exceptions, huL mo it fre- 
(|uenth W hcaiena L>uy* 2U- lo 39- week 
scljO'duhi* which usualh begin in late 
August or September. The company 
i» e-|>eeialh partial to hi t-minule 
new>ca-ts. 

W omen "s programs are used |>y 
W heatena in San Francisco and Chi- 
cago, Hue veteran induct re observer 
Inhl sl'Q.xsoM l lie (erral cinnpanv was 
probably aiming for wider distribu- 
tion in those cities, lie painted out 
that many advertisers use women's 
shows as part of their initial eflorl 
because they have a loyal following. 

On the West Coast Wheatena uses a 
''grasscutter'' schedule on the Don Lee 
stations in this way: On Mondau Wed- 
nesday and Friday of one week. 
W'heatena suonsors Bob Green (news- 
caster! at 8:15-8:20 a.m. Tin- follow- 
ing week it sponsors the same program, 
but on Tuesday and Thursday. The 
Don Lee schedule started in September 
and will run through April. This is 
the usual Wheatena schedule— again, 
with exceptions. In New York, for 
example. Wheatena was on WCBS" Bill 
Leonard program (This Is Xnv ForA'l 
(9:00 a.m.) as early as August. 

One radio industry itc told SPONSOR 
it was his understanding that "if 
WTieatena gets a five-minute news show 
in the morning, they gel 2o f -J more in 
sales in the particular market than 
with other time periods and program 
types. I suppose the over-all idea of 
their campaign is thai mannna and 
poppa are looking at the kiddies while 
the announcer is talking about how 
healthv Wheatena is. 1 

The sales rank of hot cereal firms is 
generally hard to determine. Bui. In- 
formally, sources in the food industry 
list cereal manufacturers in this or- 
der: Quaker Oats Co. (Quick Quaker 
Oats. Quaker Oats. Mother's Oats. 
Quick Mother's Oats i : Cream of 
Wheat Corp. (Cream (if Wheal); 
Balston Purina (Instant Ralston Cereal. 
Hot Ralston Wheat I ; Bes! Foods (H-0 
Oats. H-0 Cream Farina i ; Wheatena 
Corp. ( Wheatena I : Campbell Cereal 
Co. iMalt-0-Meal> : and Mailt.-* Co. 
( Maltex. Maypl Oats *. Interestingly 
May pi Oats is also using morning ra- 
dio and most others u?e air. ton. 

W'heatena is a famib -owned coin- 
pain with its plant in Railway, X. J., 
almost under the shadow of New York 
sk\ scrapers. 
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Wheatena used spot television in a 
small campaign hack during the 1951- 
'52 season hut hasn't hought tv since. 
Reason? The company's hudget is 
small and it prohahly feels that circu- 
lation is more important to it than 
visual impact. 

Back in Wheatena's network radio 
days, the firm tried a great variety 
of programs. 

In 1931 and '32 Wheatena sponsored 
Raising Junior, a thrice- weekly show 
on NBC. The next year, also on NBC, 
the firm had another thrice-weekly 
program,. Wheatenaville. 

During 1933 and '34 the company 
sponsored a daily program, Billy 
Bachelor, and the 15-minute Ye Happy 
Minstrel. 

The next year Wheatena stayed with 
Billy Bachelor, dropped Ye Happy 
Minstrel. 

From September to March in 1935- 
'36, the firm sponsored Popeye the 
Sailor three nights a week on NBC. 
The next year Popeye moved to CBS, 
where Wheatena continued sponsor- 
ship (from August through February) 
on Monday, Wednesday and Friday. 

During the 1937-'38 season, Whea- 
tena was on Mutual three times week- 
ly, from 5:45 to 6:00 p.m. It spon- 
sored MutuaTs Children's Corner from 
September to March of 1938-'39 (5:45- 
6:00 p.m.). 

The 1939-40 season saw a change 
in Wheatena's strategy. Switching 
from children s programs, the company 
sponsored Hilda Hope, M. D., a half- 
hour Saturday morning program on 
NBC. Schedule ran from October 
through March and the program was 
the beginning of Wheatena's shift from 
seeking juvenile audiences to mostly- 
adult audiences. 

Since World War II, Wheatena has 
used general magazines and newspaper 
supplements from time to time. 

In 1946 it spent $4,200 in general 
magazines; the following year, $17,- 
300, according to PIB. 

During 1948 and '49. Wheatena used 
both newspaper supplements and gen- 
eral magazines; $6,400 for newspaper 
supplements in '48, $66,670 in '49; 
$4,700 for general magazines in '48. 
$10,996 in '49. 

Newspaper supplements were used 
in 1950, getting a $25,535 appropria- 
tion. Newspapers do not figure heavily 
in Wheatena's recent activity, under- 
scoring the importance to it of spot 
radio. * ★ ★ 



PROGRAM MAIL 

(Continued from page 33) 

A mail offer on WP1X, New York, 
caught attention, too, and the card 
went out 1 October. The offer, a book- 
let on how to change a fuse, was made 
on an evening news show sponsored by 
Consolidated Edison. Our booklet ar- 
rived in a week accompanied by a 
printed form note. 

Obviously it's not possible to come 
to any sweeping conclusions about the 
handling of viewer mail from the 30- 
odd cards in this informal test mailing. 



It could bo, for example, that some of 
the mail handlers pay less attention to 
postcards than the) do to letters. It 
may be, also that in the summer mouths 
mail is not handled as carefully as dur- 
ing the other three seasons. (Four of 
the postcards went out in mid-July, six 
during the first week of September.) 

'\ he fact that few major clients 
seemed to make it a policy to reply to 
fan mail does, however, suggest a few 
questions. 

• Are the clients who ignore fan 
mail aware as a matter of policy that 
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NEW ARRIVAL! 



.BIG CHANGE 
AT WVET 




Yes, the station with mtue local 
acc mints than any other 1 11 REE 
Rochester stations put together 
has joined America's livest net- 
vvoik! Result: — improved pro- 
gramming . , , ever increasing 
audience . . . betier-than-ever- 
buys for advertisers in the rich 
Rochester - Western New York 
maiket! 

5000 WATTS* 1280 KC. 
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The foremost national and local ad 
gag vertisers use WEVO year aftei 

■■I year to reach the vast 

J t- wish Market 
ajjaja tit Metropolitan Xt*w Yorli 
I. Top adult programming 
2. Strong audience impact 
3. Inhorent listener loyalty 
4. Potential buying power 
Send lor t copy of 

"WHO'S WHO ON WEVO" 
HENRY GREENFIELD 



WKVI) 1IT.II"> Wei 46ih St. 
.Nr. York 19 
Man a( ln( Director 




this i*- being done? Or has the ques- 
tion of what to do with mail been cub- 
b\ holed in the mess of other activities 
and let yo h\ default? 

• Do those clients who fail to an- 
-wer \iewer mail al*o fail to keep a 
ho\ score on reactions t<i their pro- 
gram a- shown in mail? I Such a box 
score has value as a guide in keeping 
the show sensitive to public taste.) 

• Vre those clients who have made 
a < lean-< lit decision not to answer vievv- 
er mail practicing false economy 't 
C(juldn't it be argued that any viewer 
who writes in to say he's seen the show 
is more than usually ripe to be favora- 
bl\ inlltieiK ed toward the product by 
a note in reply ? 

M'ONsnn has no pat answers to the*** 
(juestions but they re ones well worth 
stuch b\ agency and advertising firm 
executive--. 

For \our guidance, then, in taking 
up the question of audience mail, here s 
some added background on the ma- 
chinery of handling mail. 

/// the networks: Mail that comes 
into New York City stations of the net- 
works is sorted on the premises by net- 
work emphnees: mail that comes to 
outside New \ ork affiliates is usually 
trans-shipped to New York or to llol- 
Ivvvood. Mail is then routed to agen- 
cies or in some cases directh to the 
client or to a mailing sen ice hired to 
handle the client s mail. It's up to the 
client, the agency and the packager be- 
tween them as to who gets the mail. 

//V agencies: Handling of mail varies 
between agencies and within am gi\en 
agency it will vary with the account. 
Most agenc ies charge clients a fee if 
the\ answer mail or send out pictures 
of the cast. It's up to the client wheth- 
er he wants this public- relations serv- 
ice or mil. 

In addition to filling requests for 
pictures or information about the show, 
the agency will often make up a box 
score on mail reaction. Letters and 
cards deemed important will be passed 
up the line to account executive* and 
then to the c lient. 

Nimetimcs mail response to an air 
campaign serves as a \aluable guide to 
the- client in avoiding public relations 
mistakes. }\. L. Harris, advertising 
manager of American Chide Co.. tells 
a story about how a pra\er In the late 
President l5oci*cnch was followed up 
over the air b\ an announcement for 
\nierican Chicle. Letters coming to 
the company pointed out that the juxta- 
position \ sai , in |,;,d uiste and Harris 



wrote to stations reminding them not 
to place commercials for the company 
next to material of a religious nature. 

Harris says that bis arrangement 
with Chicle's agency, Dancer-Fitzger- 
ald-Sample. is that routine letters and 
cards concerning the firm's shows need 
not he passed on to him for reply. He 
takes up only those few letters which 
have direct relation to the company and 
usually these come in addressed direct- 
ly to Chicle. 

Thus sI'O.nsok's card to the Date 
With Judy program, mentioned pre- 
viously, would not normally be an- 
swered. 

Singer Sewing Machine Co,, which 
sponsors another of the programs from 
which no answer was received, does 
ha\e a procedure for answering all 
mail. Young & Ruhicani. its agency, is 
paid on a fee basis to answer and keep 
a record of letters. Personnel at the 
agency said that letters or cards of a 
special nature (such as sponsor'* card 
requesting literature about the Singer 
machine I are passed on to the client 
for handling. The advertising depart- 
ment of Singer said that its procedure 
ordinarily is to answer all such re- 
quests as the one we sent to them. 

The agency for another client whose 
show had been written to without re- 
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SOUTHWEST VIRGINIA'S I'iOHe&l RADIO STATION 



49TH b MADISON 

{Continued from page 15) 

CICARETTE STORY 

Your story. "The cancer scare: Is 
cigarette copy making it worse?" [11 
January 1954, page 40], in my opin- 
ion, was a very clear and complete 
summary of the present picture in the 
industry. I think the most effective 
thing was the emphasis put on the dual 
dilemma that faces the business. The 
first dilemma is that the health claims 
in advertising obviously have a bad 
effect on the industry as a whole 
although they have also obviously 
brought sales success to some of the 
users. Second is the dilemma that faces 
the business due to the fact that few- 
people evidently believe any type of 
cigarette advertising, 

On the one hand you may conclude 
that most cigarette advertising, includ- 
ing health advertising, is not believed 
and that perhaps health advertising is 
the greatest cause for this. The other 
side of the picture is that health claims 
must be belie\ed due to sales. 

When someone solves this paradox 
which the article delineated so well, the 
industry will be in a much saner 
position. 

Name Withheld on Request 
Executive in agency with 

cigarette account 
{Please turn to page 131 ) 



ply said: "Maybe the network still has 
the mail." Tf this were so, it would 
mean that deliveries of mail from the 
network to this agency were running 
six months behind. While the four net- 
works between them get about 35,000 
pieces of mail daily (radio and tv to- 
gether) it's doubtful there are six- 
month backlogs. 

If you want to delve further into the 
matter of mail, here are dates when 
SPONSOR did previous reports on lis- 
tener mail: 

On the subject of pressure groups I 
and what you should know about mail 
from them, see the 13 August 1951 is- 
sue, page 30. 

On mail handling and what organi- 
zations will do it for advertisers, see 
14 March 1949 issue, page 25. 

And if you want to have some fun 
and get a personal look at the subject, 
go out and buy yourself some post- 
cards. * * * 



Them that has . . . 

GITS/ 

There's an extra punch in your advertising dollar 
on WDBJ! To demonstrate, look at these Promo- 
tion figures for the Fall Campaign (Aug. 30-Nov. 
30): 

Newspaper ad Lineage 31,195 
Newspaper Publicity Lineage 7,057 
Spot Announcements 545 
Downtown Display Windows 14 

plus stationbreak trailers, dealer cards and letters, and 
"Drug Briefs" and "Grocery Briefs" published monthly 
for the area drug and grocery stores! 
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Owned and Operated by the TIMES- WORLP CORPORA TION 
FREE & PETERS. INC.. National Representatives 



I 

I 

I 

I 

I 

I 
1 



Adds up to — 

BETTER QUAD-CITY 
COVERAGE AT NO 
INCREASE IN COST! 

Les Johnson, V.P. and Gen. Mgr. 
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BMI 

MILESTONES 

introduces a new 
.erics of 19*4 program 
continuities entitled 
jtfon?*" • • • complete halt- 
hour shows — ready for im- 
mediate list smooth, well 

written continuity for a 
variety of uses. 

''Milestones'* is serviced to 
all li.Ml-liccnsed stations 
once each month, four to 
mx weeks in advance of 
program date. 
"Milestones" for January; 

••The First Civilized American" 
Benjamin Franklin 

"Our Friends Across the River" 
Robert E. Lee 

''Milestone*" f»r February: 
"A Few Remarks at Gettysburg" 

Abraham Lincoln 
"St. Valentines Day" 
"Washington at Yorktown" 
George Washington 

• lli/fslww" is available far com- 
mercial sponsorship see your 

local station for details 
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KBOX Modesto 
KGST Fresno 
KHUB Watsoiiville 

Rtpr»i»nt*d by 

RAMBEAU 

N«w York • ' Chicago • S*n Franciscb 
Let Ang«l«t • Minneapolis 



KEY LINE 

Radio Group 

Write, wlro or call 
for complete information 




KWJJ 



"Oregon Country 
Happy Hunting Ground 
for Smart Advertiser." 

Take it from KWjj — Chief of 
the Northwest Independents — 
there's good hunting for adver- 
tisers who want buyers with 
"plenty wampum". Advertisers 
plenty smart who use KWJJ for 
spot announcements with "big 
sell" in "big" country. SS)^ 

National ^Sj,] 
Representative 
BURN-SMITH CO., INC. 
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1011 S.W. 6th Ave; 

PORTLAND S^jh^ 
OREGON . nn - 

1 \;\ " : 




ROUND-UP 

ifjtntinacti from page 49 I 

tor^ (li«'iiH«M*<l l»\ t he social scicnt is-t 
and a panel of the agency's creative 
air. \\ eis* said <"* >i » > approaches sub- 
mitted at tli*' opening meeting includ- 
ed ~-(>nic verv productive ideas, ah 
I IkjujjIi the agent \ was seeking creative 
thinking more than ideas per xe. 
• • • 

The hi* and out of farm radio were 
r-oven-d in New York receutlv at a 
meeting of the National Association of 
Kadio Kami Directors. Among the 
successful users of farm radio adver- 
tising is the Kalston I'urina Co.. which 
has charts showing win it uses radio. 
Show inn the picture looking o\er some 
of these ( harts are 1 1 to r. ) Phil 
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Mampi. past per^ideut of NARFD; 
Kill Hrown. I'urina radio-t\. Gardner 
Advertising Co.. St. Louis: Harold E. 
Fellows, president of National Asso- 
ciation of Kadio & Television Broad- 
casters: Norman ft. Glenn, editor and 
president of spo.nsok. and .Mai Hansen, 
president. NAftFI). 

» » « 

Ten reasons win advertisers and 
agencies will want to secure rights to 
show the / itapix Feature Theatre are 
outlined in a colorful promotion piece 
which when opened is. about three feet 
wide. 'I he reasons are listed, with ap- 
propriate <artoon-t\ pe illustrations, on 
a separate accordion-folded strip. The 
\ i'tapix Corp.. New York, will send 
copies of the folder to anvone request- 
in^ a ropv . 

• « * 

\s a sidelight to its uhf promotion 
preparatorv to going on the air. 
WK<)W-T\. MhanvT conducted a 
scan h in the Capitol District area for 
people whose initials were "uhf." I'r- 
<ula llarlnett Fit/.gerahl. I rban llenrv 
Foiitaiu and I rsula lloule Forth, who 
responded to the search, were each 
awarded the title of station mascot. All 
three participated in the opening da\ 



ceremonies and received a gift from 
the station. 



Air views of eight cities covered by 
\\ REX-TV, Kockford, 111., have been 
sent to advertisers and agencies by the 
station. The cities are pictured in a 
booklet labeled, "Something new un- 
der the sun." Copy explains that the 
new vhf Channel 13 station serves one 
million people "in the first big market 
west of Chicago." Market data facts 



are inc 



uded. 



W ITH, Baltimore, announces it has 
signed one of the largest department 
store schedules yet run in Baltimore. 
The May Co. recently signed for 3.000 
announcements for a 52-week period. 
Using a saturation technique, the an- 
nouncements are being allocated dur- 
ing the week to the best selling days 
based on volume percentage. Kauf- 
man-Strouse is the agency. 

• «■ « 

W'lOX, Ionia. Mich., today hauled 
out the "S.R.0.' r sign for its Opera- 
tion Sunday Bunch following the sign- 
ing of Fran Warren Sings by the C. H. 
Gladding Food Co. of Saranac. Oper- 
ation Sunday Punch is built around 
sponsorship of transcribed shows on 
Sundays plus announcements during 
■weekday shows. The Sunday shows run 
from 12 noon to 5:00 p.m. The plan 
allows advertisers to tailor schedules 
to their needs, provides for weekday 
On-air promotions of the sponsor's 
Sunday feature. 

• « « 

W hen the National Association of 
Secretaries of State held its 36th an- 
nual convention in Seattle recently 23 
of the secretaries wanted to send re- 
ports of the convention to radio sta- 
tions in their home states. The Wash- 
ington State Association of Broadcast- 
ers provided the equipment and free 
transcriptions were made. On each of 
the 23 transcriptions, interviewing of 
the secretary was conducted by Carl 
Downing, manager of Washington's 
Kadio News Bureau. 



Salesmen of the '".XL"' stations — 
h\L\. Spokane, KXL. Portland and 
other affiliates of the Pacific North- 
west Broadcasters — leave a booklet 
with new prospects after making sales 
calls. The booklet sums up how ad- 
vertising policy "directs a great pow- 
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er" — the power to generate sales and 
profits. The XL stations, according to 
the hooklel, want the advertiser "to 
leceive the most for his advertising 
dollar and have published the book- 
let as a service to advertisers. 



WNAX, Yankton, S. D., is sending 
to advertisers 20 letter heads. They're 
the letter heads of companies which 
have advertised over WNAX and 
"show loyalty — not blind loyalty but 
loyalty fostered by real measurable re- 
sults over a period of at least 14 years 

of continuous use . . . 

» * * 

111 keeping with Hollywood's motif, 
the White Advertising Agency, Tulsa. 
Okla., used what looked like a giant 
strip of motion picture film to an- 
nounce the opening of its Hollywood 
office. In black with white lettering, 
the "film strip" announced that Miss 
Betty Newell would be secretary-man- 
ager of the office, located at 6351 Sel- 
ma, Hollywood 28. 

* » » 

Wendy Barrie, motion picture ac- 
tress since 1932 and pioneer television 
star, left New York to star in her 





RING AROUND A ROSY 

A pocket full of posies 
Last one down's a cry-baby! 

The KMBC-KFRM Team has 
welded a ring around the 
"rosy" Heart of America. And 
the pockets full of posies are 
the nice green-backed kind that 
always look good in the 
pockets and purses of 
advertisers who use The Team. 
If your sales are down and 
you feel just a little like 
weeping, call KMBC-KFRM, 
Kansas City, or your nearest 
Free & Peters office, for time 
availabilities on The Team, 
The folks who can fill 
your pocket with posies in the 
great Kansas City Trade Area 

aren't crying— they're too 
busy buying the things 
they hear about on 
the radio station they 
listen to most . . . 



own program over three Midwestern tv 
stations. The program made debut 
11 Januan. is being seen on WHIO- 
TV. Davlou; WK'HC-TV Cincinnati; 
WTNV-TV. Columbus. Miss Barrie 
signed a long-term 8250,000 contract 
w ith the three stations for the program. 
» » * 

Walter R. Hennessey, a member ol 
the Craftsman Insurance Co. board of 
directors, slopped by the firm's ad 
agency one day recently to watch the 
filming of sonic new tv commercials. 
There was a delay in the shooting, 
however, because one of the actors 
failed to show up. Finally Ramon H. 




^^^^^^^^^^^^^^^^^^^^^ 

* RADIO FOR THE HEART OF »M^ X 



Silton, tv director of Silton Bros., Inc., 
the insurance company's agency, pre- 
vailed uuon Hennessey to play the part 
of the insurance expert. Hennessey 
consented, and now viewers of Pleasure 
Playhouse, aired over WBZ-TV, Bos- 
ton, see the sponsor himself deliver 
the sales message. 

* # « 

Celebrating the 28th anniversary of 
Grand Ole Opry program, originating 
on WSM, Nashville, the station held 
the Second National Disk Jockey Fes- 
tival. About 400 disk jockeys from 
40 states took part in the festival, 
along with 100 representatives from 
publishing and recording companies 
and music publications. 

* * * 

The second annual sales promotion 
meeting for advertisers was held by 
WTRY, Albany-Schenectady-Troy, ear- 
| ly this month. The station showed the 
! film, It's Time for Everybody, heard 
| R. David Kimble, director of national 
j promotion of BAB, give a radio pitch 
and then deliverd WTRY's own sales 
story. 

* * * 

KGUL-TV advertisers soon will have 
their choice of origination points for 
programs they sponsor. The station is 
building a new studio on the top floor 
of the 19-story Prudential building in 
Houston. Main studios will remain in 
I Galveston. * * * 



s^%es^ne greatest 
rj ? U X ,M 9 power served 



-AsR . 
4lat tiolwaw Co. 



JANESVILLE 
• BELOIT 



ILL. 
• ROCKFORD 



•5000 WATTS AT 1380 
"BASIC 
INDEPENDENT" 




GODFREY 
Not for Sale 
in KC 

but 

you can buy 
KUDL 



The Top No. 1 
independent sta- 
tion in KC 

\/ top programming 
\/ bottom pricing 

Call — Forjoe 
for details 




KUDL 




GREATER KANSAS 
CITY TRADE AREA 



• KOKO 



KUDL— KANSAS CITY 
KOKO— WARRENSBURG 
KDKD— CLINTON 
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WT VP 

CHANNEL 17 
DECATUR. ILLINOIS 




SOLID COVERAGE 
IN THE HEART OF 





PROSPEROUS 
CENTRAL ILLINOIS 



WTVP 

CHANNEL 17 
DECATUR. ILLINOIS 



DELIVERS ONE OF THE 

FASTEST GROWING 
MARKETS IN AMERICA 

SELL IN... 

THE MARKET THAT 
MARKETING FIGURES 
CAN'T KEEP UP WITH! 



WTVP 

CHANNEL 1 7 
DECATUR, ILLINOIS 



National Representative George W. Clork, Inc. 






fii'urfiv IS. Siorcr, /-resident oj Storer Broad- 
costing Co., at sl'O v*<jk*» /tresstime nas /trepariag 
to assume control oj VXhL, Cleveland, and KI'T\\ 
Portland, Ore., aboot 1 March pending FCC 
approval. Storer bought Empire Coil Co., which 
ouned the stations and also makes electronic ports, 
for about S 10 million. Storer will sell one ihj 
outlet to meet FCC multiple ownership rules. 
/T hen still in college Storer began own gns station 
business: sttccessfnt use ol rndio n lirrtising led to 
pun base of H SI'D, Toledo. 



DnniH' Jttews. following action ol Sew ) ork 
State's Court oj Appeals in sustaining a jury 
award oj $300,000 issued in ] ( J.>2 against eight 
former employees oj Jnnes, now is stnrting eqoity 
action ngainst Scheidcler. /leek W crner. Inc., 
ad agency formed by some oj the jormer employees* 
Jones' suit against SH&ff' tins separated from 
the suit against the individuals by cnurl order. In 
the new. se/xirnte oction against SB&W , Jones' 
attorneys will seek a court order compelling an 
account of profits on business taken from Jones. 



l"i iff ifiiii W. ltryuii is a newly-elected vice 
president of Free & I'eters. rndio nnd ti repre- 
sentation firm. Bryan has been manager of the 
Detroit office of F&P for the past 10 years. 
II. Preston Peters, /tresident ol F&P. in announc- 
ing Bryan's election following a Sew ) ear's 
meeting of the board of directors, said. "This 
recognizes the increased importance of the Detroit 
men as a major center for national siwt broad- 
casting business, nnd reflects our confidence in 
the continued pros/ierity of Midwest advertisers." 



Kutft'lte Avvus. formerly director of network 
radio sales development for ABC. Inst mon'h 
was appointed head of the newly constituted sales 
promotion department for ABC Radio. Shortly 
alter assuming Ins new /tost. Accns told *pn\s«!R; 
"•//if. Radio is n flexible network. We change 
/ rograming to attrnct knla\"> audience. U e 
ihauge sales /mtterns In attract large nnd small 
adi ertisers. . . . A IK. Radio is n tenm operntion. 
All work in s\ nchronizntion to /traduce nn efficient, 
rfjettiie network. This is nn change.'' 
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49TH b MADISON 

(Continued from page 127) 

RATING SERVICES 

I appreciated very much your 
"What's wrong with the rating ser- 
vices?" article in the December 2!! 
issue [page 34] . 

Would you he good enough to send 
me 25 reprints of the article? Thank 
you, and keep up the good work. 

Joseph L. Tully 
Radio and Tv Director 
John C. Doted, Inc. 
Boston 

iS'o reprint* «lt\ *'What's v» rone with the ratings 
services are available. A limited nunllier of 
extra copies of t lit" 28 Deeemlter issue ran he had 
at 50e apiece. 



PROGRAM GUIDE 

We have noticed with interest in 
your December 14 issue of sponsor the 
notification about your new program 
guide ["New sponsor program guide 
will be tool for tiniebuyers," page 44]. 

We are very interested in receiving 
five copies of this "1954 SPONSOR Guide 
to Station Programing" as soon as it 
is available. 

At present we are only taking two 
subscriptions to SPONSOR, so that if the 
additional three copies cannot he sent 
free of charge, will you please inform 
us how we might obtain them. 

Duane R. Day 
Librarian 

Campbell-Mithun. Inc. 
Minneapolis 

• Every subscriber to SPONSOR will receive a 
copy of the "1954 SPONSOR Guide to Station 
Programing" free of charge. Additional copies 
cost S2 each. 



TVAB 

Your article. "Should there be a 
Television Advertising Bureau?" [30 
November 1953, page 29], is very in- 
teresting. 

There is no question in my opinion 
that the television industry must have 
its advertising bureau, if it expects to 
do a good, unwasteful job for adver- 
tisers and agencies. 

If a TVAB can do as good a job 
with this medium as Kevin Sweeney 
has done for Broadcast Advertising 
Bureau it will be a highly successful 
operation.. 

Don Searle 

Executive Vice President 
KOA, Denver 



LOOK 



what a single year of SPONSOR brings you , , . 



55 

14 

12 
13 
91 
91 

26 

26 
13 



carefully-researched case histories containing the dollars-and-ccnts 
values af radio and tv advertising. 

articles an media evaluation — how advertisers select media and 
markets: testing methods used; relative merits of each ad medium; 
which media give you the most in relation to cost. 

major staries on radio and tv research. 

feature stories dealing with programs, costs, talent, trend*, 
capsule tv case histories 
capsule radio case histories 

network camparagraphs (13 tv and 13 radio) showing the complete 
log of network programs, time segments, costs of shows, sponsor and 
agency of each. 



sparkling comments on radio and tv commercials by Bob Foreman 
who also reviews commercials for SPONSOR readers. 



SPONSOR-Telepulse ratings of syndicated films in markets ranging 
from one tv station to seven. 



AND 



a dozen oilier iutportant tools- and services to 
help you use <tnd understand radio and tr better. 

Make sure yon own your own ropy of S 'POXSOJi 
every issue. It is your best ynarantee to stay ahead 
in the fastest-paced business in America today. 
Simply fill in and mail the order card below. 



SPONSOR 40 E. 49 St., New York 17, N. Y. 

Please scud me the next 26 issues of SPO.XSOR and 
bill me later. 



NAME .. 

FIRM TITLE 
ADDRESS 

CITY ZONE STATE 

check one: □ $8 one year (26 issues) □ $15 three years 



SjHUHUUUK' HMIIIIIII 
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Dept. stores and tv 

If ever) one followed live lo«:ic of 
Uerniee Fitz-Gihhon, recently resigned 
;id\ erti-ing director of Gimhels Now 
York., television would l>o a medium 
without advertisers, In-tead. television 
• •an look bark on a 1953 in which its 
hillings rami* < lose to half a hillion. 

Said Mi*- Fitz-Gihhon in speaking 
of a medium which has reached this 
hillings figure in little more than five 
vears of conimercial operation: 

"The commercial* are an intrusion, 
an outrageous interruption in the en- 
tertainment which is the primary busi- 
ness of television. 1 he commercial is 
a grim penalty. "* 

Miss Fitz-Gihhon made this scathing 
observation while telling the 43rd an- 
nual convention of the National Retail 
Dry Goods Association that depart- 
ment store- should avoid "dipping a 



tentative toe into television." Stick to 
newspapers, she advised, for the) are 
"the best advertising medium on earth 
or in the air." 

Admen long experienced in radio 
and television would be inclined to 
throw up their hands at Miss Fitz- 
Gihbon's attitude. She is speaking 
more like a retiring academician than 
a retiring veteran of hard-sell retail 
ad\ erti*"mg. 

She is projecting her own dislike for 
commercial* as an "interruption" into 
her judgment of television as an ad- 
vertising medium. This is the most 
fundamental mistake you can make 
about radio or television. Miss Fitz- 
Gihhon should judge the medium on 
the basis of what it has done for ad- 
vertisers not on the basis of her per- 
sonal viewing tastes. 

To say that department stores make 
a mistake when they dip a "tentative 
toe" into television is to condemn ex- 
periment. This is hardly a point of 
view whic h goes in keeping with Miss 
Fitz-Gibhon's own personal back- 
ground as an innovator and experi- 
menter of renown in the field of re- 
tail copv . 

• * • 
Crusade for Spot Radio 

After nearly one year of existence 
the accomplishments of the Crusade 
for Spot Radio were revealed to a 
nine-man station advisory hoard meet- 
ing in New York in mid-January. 

The report was presented In Reg 
Rollinson of the Station Representa- 
tives Association, sponsors of the Cru- 



sade. The resu'i was the decision to 
attempt to raise $60,000 by volunteer 
radio station subscription, approxi- 
mately three times as much as the 
$22,000 1953 budget. 

In his crisp factual report Mr. Roll- 
inson presented a number of case his- 
tories involving a soap product, a 
farm product, a food product and 
others which were shown the way to 
a bigger and better use of Spot Radio 
as the result of Crusade activity. 

He also pointed to the effectiveness 
of the Spot Radio clinics which helped 
account executives, ad managers, and 
heads of large firms to explore the 
possibilities of Spot Radio. As another 
facet of Crusade accomplishment 
numerous service assistance to agencies 
and advertisers, including 12 such 
examples to a single large agency in 
one week were revealed. 

All this convinced the station reps 
who are back of the Crusade, and the 
newly appointed Advisory Board, that 
the growth of Spot Radio from about 
$105 million in 1948 to S135 million 
in 1953 is just the beginning. Crusade 
proponents believe that BAB, despite 
its outstanding efforts on behalf of the 
radio medium, can not do a pin-pointed 
job for Spot Radio. The Crusade was 
created to fill the gap, and BAB has 
helped it materially. 

Radio is not yet fully geared to its 
top selling job. But indications are 
that because of the BAB, the Crusade 
and outstanding individual efforts by 
reps and stations, this deficiency is 
fast fading. 



Applause 



Film is $60 million business 
In just eight short years, the tv film 
syndication industry ha* grown from 
ab-olntelv nothing to become a major 
entertainment business. 

After rounding up the business fore- 
casts of dozens of major producers and 
-v ndicators in a two-month study of 
video films, -i'onsok predicts that the 
gross busine-s in tv film (not counting 
film commercial* I during 1951 will 
hit an all-time high of .?(>() million. 

Main problems ha\e been tackled 
and solved. \ whole new pattern of 
film selling has developed. New prop- 
erties, new companies and new star 
names have appeared on the scene. 
(Sec section on tv film-, page 51.) 



Producers have faith in their film 
products, and in the future of tv. Man\ 
have invested heavily in color film 
production, and are waiting for the 
day when the number of color-equipped 
stations and tv homes will catch up 
with them. Others are looking into 
the possibility of producing tape-re- 
corded shows for syndication. 

Syndicated films are now an integral 
part of the national advertising scene, 
too. \ number of leading national 
and regional clients are now basing 
sizable percentages of their broadcast 
advertising plans on the use of first- 
run non-network tv film. Others are 
having well-known rerun packages for 
multi-market spotting. 



Creative research on the part of 
sellers of syndicated tv films has done 
a lot to establish tv films and to help 
ad agencies in their planning. The 
big business in reruns today, for ex- 
ample, stems largely from the uphill 
selling job the film industry tackled 
in order to prove to clients that a pre- 
sponsored show was often a good buv. 
Creative sales planning, such as the 
"starter package " evolved by some 
syndicators. is helping many a new tv 
station to get on tlte air with top-qual- 
ity shows and a sponsored schedule. 

sponsor is happy to salute in this 
issue the many pioneers who have 
helped build this still-growing seg- 
ment of the U.S. film industry. 
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It's the physicist's yardstick for a unit of 
energy or work. A single erg is pretty 
small. It would take many trillions of them 
to measure the amount of money-making 
work that goes on here in the 
industrial heart of America. 

Within the 114 counties that WSAZ-TV 
(and only WSAZ-TV) covers, you'll find a 
prodigious concentration of the nation's 
busiest manufacturers. Their steady 
payrolls swell the buying power of this 
area to over four billion dollars — a happy 
hunting ground for all kinds of advertisers. 

More and more of these advertisers are 
putting extra ergs into their budgets by 
enlisting WSAZ-TV to reach the 
prosperous families of this wealthy region. 
Why don't you do the same? 




TE LEVISION 
Huntington-Charleston, West Virginia 

Channel 3—100,000 watts ERP — NBC-CBS-DuMont-ABC 

Affiliated with Radio Station WSAZ. 

Lawrence H. Rogers, Vice Presidents General Manager, WSAZ, Inc. 
Represented nationally by The Katz Agency 




With plants in Huntington and Charleston employing a 
combined total of over 3,000 people, the Owens-Illinois 
Glass Company is one of many major industrial com- 
panies whose payrolls contribute steadily to the wealth 
of WSAZ-TV's area.. 



You've got to 





1/2 sponsorship of Washington Senators 

Baseball Games on radio now available! 

This is the hottest buy in Washington, D. C. It's 
going to be snapped up in no time. You'd better 
act fast. Call your nearest John Blair man— listed 
below ... or HERMAN PARIS, collect, STerling 
3-3800, Washington, D. C.,for details. Don't dilly- 
dally. This can't last long! 



The sports station in the nation's capital 

WWDC 

Represented nationally by John Blair & Co. 

BOSTON — Sfatler Office Building, 20 Providence Street, Boston 1 6, Massachusetts . ..... . Phone — Hubbard 2-3163 

CHICAGO — 520 North Michigan Avenue, Chicago 1 1, Illinois . Phone — Superior 7-8659 

DALLAS — Ria Grande National Building, Field and Elm Streets, Dallas, Texas. Phane — Randolph 7955 

DETROIT — 524 Book Building, Detroit 26, Michigan . . Phane — Woodward 1-6030 

LOS ANGELES — 6331 Hollywood Boulevard, Los Angeles 28, California Phane — Granite 6103 

NEW YORK — Chrysler Building, East, 150 East 43rd Street, New York 17, New York. . . Phane — Murray Hill 2-6900 

ST. LOUIS— 1037 Paul Brown Building, St. Louis 1, Missouri. Phone — Chestnut 5688 

SAN FRANCISCO — 301 2 Russ Building, San Francisco 4, California. Phane — Douglas 2-3188 



